








NEW, MODERN, EXCITING COMURAS 


Southern Vacation and aston 


All designs shown sold on exclusive basis... one store in any city, subject to prior sale. We suggest you order today! 


$-250 SOUTHERN VACATION COMURAS 
Set of four fine art designs dramatiz- 
ing vacation time travel. Originals 
painted by famous artist of the Mod- 
ern School. Reproduced by screen 
process in 7 beautiful half tone oil 
colors on flexible stock...ready to 
mount. Buff backgrounds, jewel tone 
color accents. 48 in. by 96 in. (Only 2 
shown) Set of four $65.00 


$-251 MODERN EASTER COMURAS 
Four elegant, high fashion, modern 
design Comuras, screen processed in 
10 beautiful pastel shades. Originals 
painted by a famous modern artist. 
You wiil find many uses for these in 
your fine Easter window displays. 
Particularly fine for women's fashion 
displays. 48 in. x 96 in. (Only 2 shown) 
Set of 4 $65. 








See these in our NADI Market Week Exhibit, New Yorker Hotel, New York City, Dec. 14th to Dec. 18th 


Ki Zhit ) W.L. STENSGAARD AND ASSOCIATES, INC. 
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OUR NEXT ISSUE 


Once again the January issue will 


present new display materials and equip- 
; ; ment in picture and text — the annual 
‘ Display Forecast and Trends number — 
: which many displaymen retain for months 
as a handy reference and buying guide. 
, . . + This will be in addition to regular 
: : features, and a number of special ar- 
} ticles to get the new year off to a good 
; start. ° 
t 


THE COVER 


The illustration on this month's cover 
shows an unusual display from Grands 
VOLUME 61 DECEMBER, 1952 NUMBER 6 Magasins Jelmoli S.A., Zurich, Switzer- 
land. Hans Erhardt is display director 
for the store. 
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New York's Prelude To Christmas By Virginia Roehl . 47 West 57th Street, New York City 19. 


Lipman's Coordinates Fashions And Home Furnishings Phone Plaza 3-5989. 
By Mabel C. Olson 


Christmas On State Street By Shirley Ware a 


How Display Functions At "The Denver" By Marcia Walsh. : SUBSCRIPTION RATES 


Displays Are Checked For Selling Power At D. H. Holmes Company Published monthly at 4.00 a year for the United 
* . tates, anada, an-American Countries, 

By Pauline Kiersky Philippine Islands and Spain; all others $5.00 

a year. Canadian and foreign orders payable 


. ° B Louis Gehrin = in U. S. funds by International money order 
Promotions Coming Up! y g or New. York bank draft. Single copies 40 
: cents. Send all subscription orders direct to 

The Los Angeles Display Scene By Eleanor Taylor. F the publication office at Cincinnati. Changes 
of address must be reported at least two 


Show Window Lighting For Day And Night Effectiveness weeks in advance of effective date; other- 


wise missed copies cannot be supplied 


ss told to Entered as second class matter September 20, 
By R.T Dorsey ste 1922, at postoffice at Cincinnati, Ohio, under 
Bob Gasker : 3 : act of March 3, 1879 


Easily Built, Low-Cost Units For The Small Store _ : 
Power Of Color In Display By Louis Cheskin 
Display . .. On And Off The Record . : ‘ : : ; ; , iat 
"New York Street Scenes 1852" : : . ; ) 
Crystal Christmas By N. B. Wiggins 

Here And There 

Trade Personalities By Jim Tupper . : 2 Audit Netione! 


Bureau of Association of 
NADI News By John Bowman : . Circulation Display Industries 


Display Ideas ; : : 
2 
The Display Parade By Jim Tupper . 
Reminiscing . ; ; : ‘ : ; ; 2 ‘ F 5 : Pass This lecue Along 


November Medal To Diehl . , , : ; : : : , : You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
see your organization and the members of 
your department. 
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VISIONS IN THE SUN 


e 
Wihion: HOW TO BUILD BETTER DISPLAYS 
EASIER - FASTER- AT LOWER COST? 
Guucr @ WITH CROWN’S NEW 
¢ HOL-DITS AND HOL-BORD! 


THE PERFECT ANSWER FOR MORE EFFECTIVE DISPLAYS 
SHOW MORE — ATTRACT MORE — SELL MORE! 


: 4 ie 0 o 
hol - dits plus hol -bard: 


9 0 





Build “'traffic-stopping" displays with 0 
HOL-DITS and HOL-BORD... show 
more merchandise to more people... 
in less space .. . at less cost. --ase"* v3 HOL-DIT fixtures . . . fit 


Use HOL-DITS to mount any type of : | any standard perforated 
merchandise on HOL-BORD...in any 7 ‘ hardboard panels... 


required arrangement ... any group styled and designed for 
of items... from delicate women's . 


accessories to paints and shovels... 
in all kinds of stores. 


No tools needed ... no nails or screws 


... nothing to replace or get out of 
order. tically indestructible. 


beauty and strength... 
satin color finish... clear 
lacquer makes them 


wear-resistant . . . prac- 














NOW YOU CAN DISPLAY ON A SLANT—WITH HOL-DIT SHELF BRACKETS 








HOL-DIT 

SHELF BRACKETS 

SERN a fit either wood or glass 
SS < shelves...can be 
> raised or lowered, 
quickly and easily. 
Available in either 
straight or slant type. 














WRITE FOR COMPLETE INFORMATION TODAY! 


tek Bae ec te overt. b izz_ 


1100 WEST WASHINGTON BOULEVARD + CHICAGO 7, ILLINOIS 


DA SeP LAY OW ORE 





5 YEARS EXPERIENCE WITH 
te-O-Scrbe SIGN MACHINES 





The three mod- 
els of Line-O- 


Scribe illus- % See us in Room 737, New Yorker Hotel, 

trated here are New York City, during N.A.D.I. Market 

saeanaie em those used by Week, December 14 to December 18, or 
Capacity 14x22 inches Capacity 22 x 28 inches the — Leonards’ write for Catalog M53 describing and 


Department Store, Fort pricing all models of the Line-O-Scribe 
Worth, Texas. machine. 


aoe THE MORGAN CO. 


oa, ee 3984 Avondale, Chicago 41, Ill. 
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COMPLETE COVERAGE 


of the 


ENTIRE DISPLAY MARKET 


through 


ONE PUBLICATION 


at one low advertising rate 


1. Displaymen and Retail Stores 
2. Display Manufacturers 

3. Display Studios 

4. Display Jobbers 


5. Commercial Decorators 


It is because of its complete coverage of the display market that 
DISPLAY WORLD has proven such an effective advertising medium for 
every type of display product or service. Many of its advertisers have 
used space in DISPLAY WORLD continuously for more than ten years. 
It can do an equally good job for you. 


Plan an Advertising Campaign Now to Begin in 


DISPLAY WORLD'S 
Annual Display Forecast 


January Issue—Out January 15—Closing Date December 30 


Don't Delay ... Telegraph Your Space Order Today! 








DIS PLA Y:: W.O-R 4:0 





as the combined efforts of us all reach 
the point where christmas is just 
around the corner, we wonder if 
after all the work and 
planning...christmas and its 
true meaning has not escaped us... 

in answer...we here have come to feel a great 

swelling of heart to have had a part in 
the most tremendous pagent of 


our time...the glorifying of a name...and the helping of the spirit of 


giving that this has de possible...with this in mind, it has been 





of particular pleasure that we have been able to serve you and the industry 
that surrounds you...and a sincere wish that you have a memorable and happy 


holiday comes from each of us here... 


Sthily 


ART MFG. CO. . . 1147 WEST OHIO ST. « CHICAGO, ILL 
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EATON “Velvety” GRASS MATS 


e Green as Grass and 
Just as Natural 


See your Jobber or Write 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 

















ITS A NATURAL... 


INTERCHANGEABLE SCREEN FOR SPRING 


Never before has there been designed a screen interchangeable as to color 
in a matter of mere seconds — simply insert the desired color strips for a 
perfect Spring or any season background for haberdashery — for ladies ready 
to wear — children's shops — any type merchandise. Screen comes 3-4-5 or 6 
feet height — 2 feet widths — sits on interchangeable legs with three color 


insert changes — red — black — white. 


PRICED FROM $] 4.00 


JOBBERS INQUIRIES INVITED 


S & S DISPLAYS, INC. 


MAIN OFFICE—11642 LORAIN AVE., CLEVELAND 14, OHIO e Cl 1-5868 
New Ideas of Custom Designs for Display 
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WITH EVERY GOOD WISH 
FOR YOUR HAPPINESS THIS HOLIDAY SEASON 
AND THROUGHOUT THE NEW YEAR 


THE L. J. CHARROT COMPANY INC. 
NEW YORK CITY 


“Our thirty-third year serving display” 
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Artificial Flowers and Foliage Sign Ma 
222 W. Mgnroe St. RAndolph 6-3144 “1196 Merghandise Street wa Wiiltehel 4-3829 
7 7 2. 
fo iget MEIER, INC. 4 ~~ SILVESTRI ART MFG. C9. \ 
Desiqnérs and Manufacturers of ~ , EA : 
L Viswal Merchandising Equipment Display a ed 
As N Michigén Ave. dover 3-2662 1147 W. Ohio St.) MOnroe 6-1906 
HARLAN FABRICS C ; SRN JER BROS. | 
Window and gage teage,9 Fa va a seeipeint Flowers, / Display Letter} , 
30 N. Wells St. CEntral 6-0092 1160 N. WA St. / MOhewk 4:7900 
l 
THE HECHT FIXTURE COMPANY J W. L. STENSGAARD & ASSOC., INC. 
\ Seau OE ee. a: Gierere Fixtures, -_ Display Promotions and Decorations _ 
214.8. Merket St. FRenki 346 WN. Justine S#. MOnroe 6-0418 








THE MORGAN CO. a 
Stgn Printing Mac MAKE CHICAGO UR 
DISPLAY HEADQUARTERS 
3984 Avondele Ave. SPring 7-8811 











1 will be in 
Chicago at the 


Hotel 
on 
NAME 
STORE 


ADORE. __ 





MAKES ALL SPACE 
“DISPLAY-SPACE 


King Board, as it will be known, is a top quality 


Perforated DISPLAY MATERIAL 


that is the product of 69 years of perforating experi- 
ence and produced with a craftsmanship that will do 
justice to any display problem you may have. King 
Board gives you accurate hole sizes and spacings to 
receive any standard hanging fixture on the market. 
King Board comes to you in the standard “round hole” 
specifications, plus an added choice of new flexible 
board which will suggest unlimited new applications. 
King Board comes to you direct from the manufacturer. 


THE PERFECT ANSWER TO SPACE PROBLEMS 


HUNDREDS OF 
PATTERNS 


— other than standard 
round holes, including 
squares, slots, oblongs and 
many ornamental patterns 
are available for special 
requirements. Our wealth 
of dies has grown with our 
experience in perforating 
sheet, coil and plate ma- 
terials, such as metal, ply- 
wood, plastics, etc., and 
now available to you for 
display purposes — ask 
about them! 


1/8” and 3/16” Tempered Masonite. 
Smooth Both Sides. 

3/16” Holes, 1/2’ Centers. 
From stock — sheets 48” x 96”. 
Special, any size up to 48x144”. 
Perforated to order. 


1/4” Tempered Masonite. 
Smooth One Side. 

9/32" Holes, 1’ Centers. 
From stock — sheets 48” x 96”. 
Special, any size up to 48’’x144”. 
Perforated to order. 


NEW — FLEXIBLE — INEXPENSIVE 


Now King Board is available in a 1/10” 
fibre board to satisfy the requirements 
of flexibility and lower cost, where 
strength is secondary. Furnished in vari- 
ous sizes, shapes ond spacing of perfora- 
tions. Write for Special Bulletin. 


1/8” x 3/16” Tempered Masonite. 
Smooth Both Sides. 
3/16” Holes, 1 Centers. 
From stock — sheets 48” x 96”. 
Special, any size up to 48x144". Write for 
Perforated to order. prices and 


complete 
information. 
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Your Display Will Look Better With 


“NATURALIKE” GRASS MATS 


Whatever your display may be — it will look 
better and “sell” better with “NATURALIKE” 
Grass Mats. Newly improved, with lines of 
stitching 1” apart — closely trimmed, and dyed 
a verdant green, these ultra high quality mats 
will enhance your every display. 


Fireproofed and mildewproofed—made of the 
finest raffia—multistitched to a durable burlap 
base, and made in the various sizes, also TUFF- 
TURF SPRINKLINGS — the new economical 
“fill-in” material for odd shaped spots difficult 
to fill with regular mats, available in 3 Ib. 
cartons—grass green to match your “Naturalike” 
grass mats. 
Order your “NATURALIKE” grass mats and 
TUFF-TURF  sprinklings from your 
jobber today — NOW! 
“NATURALIKE" are the finest 
GRASS MATS you can buy. 


Ask for "NATURALIKE" when 
ordering. 


MEMORIAL GRASS CO. 


UHRICHSVILLE OHIO 








= STOP ’EM WITH 


Ny 


La 


Catch buyers and make your 
boss happy—use VELVA-GLO 
fluorescent products for your 
next promotion, Ideal for... 


BANNERS 

BACKDROPS 

PRICE TAGS 
POINT-OF-PURCHASE CARDS 
DISPLAYS 

SHELF STRIPS 

CAR CARDS 





MAILING PIECES 
| VELVA-GLO 


% Trademark Reg. Pat. Pending 


WArGLO) 


- FLUORESCENT coLoRs 
GT ST 


Be sure to specify VELVA-GLO products— 
license and royalty free. Available in papers, 
cardboards, silk screen colors, brushing and 
spraying colors, pressure sensitive stock—in a 
wide variety of extra-vivid colors. 

See your printer, paper merchant or art supply 
store NOW. 


RADIANT COLOR CO. 


DEPT. |2-L 830 ISABELLA ST. * OAKLAND 7, CALIFORNIA 


Manufacturers of VELVA-GLO Fluorescent 
Papers + Cardboards + Signcloth + Brush- 
ing and Spraying Colors * Silk Screen Col- 
ors * Whitekote® Fluoro-reactive Papers 
and Cardboards. 





| FREE VELVA-GLO Kit of Extra-Bright Ideas. 
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NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 
@ Easily holds 12 copies 

@ Keeps copies clean 


@ Handy for reference 
$300 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI J, OHIO 


each postpaid 





DISPLAY 








WORLD 








THANKS 


for 


and 
BEST 


WISHES 


for 


from 
Members of 


NATIONAL 
ASSOCIATION 
of DISPLAY. 
INDUSTRIES 


a SUCCESSFUL 
MARKET WEEK 





a 


MERRY CHRISTMAS 


and a 


HAPPY NEW YEAR 


PROGRESSIVE 


| 


MERCHANDISE 
PRESENTATION 


203 N. WABASH AVE. 
CHICAGO, ILLINOIS 
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Through Ticese Portals Pass America’s Leading Display Men! 


DECORATIVE PLANT CORP. 
136 W. 24th ST., NEW YORK 11, NY. 


DISPLAY WORiD 





Most display men are aware of this fact — that sign 
printing machines are a “‘must’’ in today’s 
merchandising picture. 

Our suggestion above has to do with getting the 
right machine for your needs. Before you buy, 
make it a point to get all the facts on all the differ- 
ent makes available. Compare them in terms of 
original cost, simplicity, speed and ease of opera- 
tion, flexibility, durability, lasting economy. 

Our motive in this is simple. When a complete 








Seiiets you invest... 
INVESTIGATE 


See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 
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analysis is made, we're satisfied you'll want 
Showcard Machine. 

Here are just a few Showcard Machine advan- 
tages — low first cost; complete flexibility of type, 
layout and colors; performance assured by the 
only guarantee of its kind in the field. Let us give 
you the facts and we'll rest our case. 

A letter or a post card is all it takes. Why not 
write today — before you buy any sign printing 
machine. 


Showcard Machine Model A, 
one of several models which 
answer all requirements. 











Out on the West coast not long ago a displayman hired a pro- 
fessional glass eater to do a series of performances in a straw hat 
window -- eating straw hats, no less. A police detail had to be 
summoned to keep the crowds moving, a trade paper reported rather 
admiringly. This brings up what should be an obvious point: what good 
is a merchandise display if it attracts people by the thousand and 
still doesn't sell goods? 


Here was a display that answered the first and basic requirement 
of visual merchandising, to attract attention. There is no doubt that 
it partly fulfilled the second requirement -- to arouse interest, but 
was the interest in the merchandise or in the man? As for the third 
qualification, to stimulate desire, it is hard to see how the sight 
of a person eating a straw hat could inspire anyone with an urge to 
possess a new hat of his own. The fourth and final requirement -- to 
stimulate action toward acquiring the merchandise -- was obviously 
missing. 


There is a limit to how far one can go in the use of gimmicks, 
motion, materials too foreign to the merchandise, bizarre art, or any- 
thing else that distracts from the importance of the goods and clouds 
the simple fact that they are for sale. There is a point beyond which 
such things hurt more than they help. It is easy to get all enthused 
over a novel idea or a new display twist, but it is just as easy to 
lose a sense of proportion - and this is something that every display- 
man should be on guard against. The idea for any display should be 
measured against one questions: "Will it sell?" 


It is axiomatic that a mouse playing in a display window will 
always draw a crowd because the situation has motion, humor, and human 
interest. But it won't sell merchandise.... 


Since the display field was so many years without a good, 
authoritative textbook on this subje:t it is interesting to see what 
sort of response has been given DYNAMIC DISPLAY since we published the 
book earlier this year. It is a real pleasure to report that by 
November 15 -- just six months after the book was released -- orders 
had been received for more than half of the entire edition. This should 
be gratifying to all the field, for it shows the great interest in 
visual merchandising and the earnestness with which displaymen receive 
anything which contributes to the advancement of the profession. Not 
the least satisfying is the way in which universities, schools and 
libraries have ordered DYNAMIC DISPLAY. Glancing over recent orders 
we find represented such institutions as Cornell, University of 
Illinois, Furdue, University of Texas, ten copies for Kansas State 
Teachers college, New York university, Russell Sage college, Contra 
Costa Junior college, Southwestern college, Fullerton Junior college, 
and the University of Alabama. As for libraries, it would take the 
rest of this space just to enumerate them.... 


"How can we start a local display club?" asks a displayman of 
Ogden, Utah, in a recent letter. After many years of watching such 
clubs in operation we have come to the (Continued on page 56) 





THESE REALISTIC “WROUGHT IRON” DESIGNS 





aah 


STEP No. I--Cut "'Celast’c'’ No. 120 strips into STEP No. 2—Wrap ‘'Celastic'’ around metal STEP No. 3—Immediately place on any flat sur- 
desired lengths to go around metal scroll pat scroll form fastening one end with clothespin clip face, remove clip and lift off metal scroll pattern 
terns. Dip into ‘'Celastic’’ softener for two sec- to prevent slippage from finished ‘'Celastic’’ scroll. Staple finished 
onds. Remove and hang strip until tackiness is scrolls to wood frame 

gone (about one minute) or place on any work- DIP IT E SH PE T Cc ST 

ing surface. Be sure to turn it once within 30 : DRAP IT! A i ! A IT! 
seconds to prevent the underside from adhering ~ ed . . P 3 5 7 al. 

to surface. In about one minute it will have a Celastic’’ for wrought iron designs is available in 34" or |" ribbon form, or by the yard 
leathery feel. This is the ideal state for shaping —full 50° wide. Send for detailed literature. 


B {| National Distributors — U.S. A. and Canada Display and Allied Industries 
+ 
en alters INC. 156 SEVENTH AVE., NEW YORK 11, N.Y. 


Algonquin 5-2308 *Trade mark of The Celastic Corp. 
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New York's Prelude To Christmas 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


avenue hat sht warmth and imagination to store windows like a tidal wave \ couple 

1 that mirrors wi V the resort season Cruise of stores jumped the gun by having their in 
; social ] id accessories were treated with teriors completely and magically 

tivities iw of th \ ork § store vpified here in the Bonwit Teller decorated for the holiday season a week 

yperated with tl etropolité t display that used pineapples to dramatize  betore Thanksgiving 

the Philharmonik Tal y highligh a new Southern wear shade \ third trend “Tonight we dance tonight we dazzle 

uge and vivid ers and 1 ippea late in November was, of course, the mood of the evening is on Lord & 

formal fash ond them he annual Christmas display that sweeps all Taylor's Third Floor” was the card copy 

that rationalized a delightfully mad window 

of after-dark fashions by Trigere The two 

levels of the window were used, the 

lower half designed as an orchestra pit with 

small gilded chairs, music stands, and sheet 

music strewn over the floor and instruments 

left on the chairs as if during an intermis 

sion. In the upper half of the window man 


nequins and fur stoles were suspended on 


7 OPOL'! | wires to give the illusion of flying through 
4 ' 


the air. Sheet music seemed floating down 


= OPERA ek tebe used as headdresses and legs of 





the figures. Tones of gold and champagne 

N | - NOV. 10 F stood out against the black backwall. On 

“ 4 the ledge at the left of the forefront, a gold 

i” PRODUCTION ? ‘>. embroidered sheer silk Indian scarf was 

a PPE VERDI 1] , draped to fall in a sweep across the acces 

£ TIN 4 ‘ sory-scattered orchestra pit. Henry Calla 

Ty | , . han is the window display director who gave 
er sans We Gi ae \ this touch of fey to Fifth avenue 

ha 5 . , ’ . “ > 

aoe am canines WY SRCAE AMAA ‘ Bloomingdale’s window captioned “We 


LUBOMER VICHEGONOY f agree with Good Housekeeping F the 
TMA MALANOY sweater is the top of the season!” stressed 


evening Weal in a young informal veln 


Black and pastel blue sweaters were showr 


with contrasting skirts. The display was 

ae is oa J : notable chiefly for its simplicity and for its 
fy easy flow of composition Edward vor 

Castleberg, display director, covered the 

backwall in white brick paper and used 

white paint for the shadow-box opening and 

compartments, side walls and floor The 

skeins of varn ranged from light to deep 

blue, tones repeated in the liquid-filled 

decanters rhe impish head and the large 


—Upper left, by Henry Callahan, Lord & Tay- 
lor... Upper right, by Edward von Castleberg, 
Bloomingdale's . . . Left, by Warren Ream, 
|. J. Fox... (All photographs by courtesy of 

Virginia Roehl Studio, New York City)— 


DISPLAY WORLD 








PAR be 


—Immediately above, by John Robert Cobb, 
Hunt & Winterbotham ... Upper center and 
right, by Gene Moore, Bonwit Teller . . . 
Below, center, by Eric Daniels, Gertz's, Jamaica. 
. . » Below, by Walter Hazeltine, McCreery's— 


gold watch added a glint of humor to a 
clean-cut display that was adjacent to a 
series of seven windows featuring yarn and 
knitted fashions in seven distinct color 
ranges (second illustration) 

One of the outstanding displays built 
around the excitement of the opening of 
the Metropolitan Opera was the I. J. Fox 
window showing a smartly dressed audience 
ascending the grand staircase. At the foot 
of the opening night poster at the left stood 

ot the Eugene Berman stage setting 

raphs, almost as notable to opera 
lovers as the New York premiere of the 
newly revived version of “La Forza del 
Destino.” The staircase was done in “opera 
house red” and at the right was an imposing 
torchiere, a cutout of a classic figure in gold 
holding the light. The background of red 
and gold was an effective drop for the 
velvet evening coats in black, red, and 
dark gray The crowd in the window ap 
peared double its size because it was re 
flected in a large mirror. Warren Ream 
the display director resp 
compelling window whicl 
“Star of the Social Season 


\ Hunt & Winterbotham window “intro 


ducing our new Fall Shade Straw in the 
wind” played nice variations on the autumn 
theme and was desig ohn Robert 
Cobb. A window-width rectangular step 
topped in tweed supported a tall square 
column covered in woven wheat-colored 
straw on which spven straw-covered cash 
mere sweaters were pinned. At the base 
of this column a low wicker basket was 
filled with wheat, gourds, Indian corn, grapes 
and bottles of wine To the right of the 
sweater-filled column, a stylized blouse form 
wore a straw-colored sweater and cape 
Bolts of full-hued fabrics formed two steps 
leading up to the arrangement, and natural 
wood flooring completed the well-conceived 
display 

Capitalizing on the nostalgic appeal of 
Hans Christian Anderson's fairy tales, Gene 
Moore, display director of Bonwit’s, de 

[Continued on page 68] 
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—On this page and the next are seen five 
of the furnishings windows described in the 


accompanying article Directly below and 


in the final illustration are two of the window 


and interior displays given over io merchan- 


dise for ihe bride-to-bo— 


windows events 


matic! even bring 


use the irg windows above the = sto 


used 


two entra 
Twice 


Cacet 

as larg 

cléar|, 

their us 
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street and 
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liscus 
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where fashions and hon furnishings are 
combined for being 
dealt wi arate that 
suéh a combi ni lisplay “natural” 
and t +} 1 
by th: 
whic! ( s campa d orous 
one 
Seatt|: 
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year ( 
and Garde 
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this 


promotions, rath han 


believes 
indise profit 
principle tor 
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tion 
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bedroom « 


on Fi 
Gardet 

rhe 
was a 
throug 
Garde 


additi 


its individual 


ule 
Colore 
rug, 
setting 


furniture 


range 


draperies 


roved good prac 
at a time when 
vere ig all 


the 
atten 


out 
available in city 


it competed 


We gave 


satistactorily tor 


only two windows to 


'Bie of 


over 


two t California 


isembles; the other six windows 
carried the House and 


ith 
1 spread.” 


avenue 


subject of these windows 
the 
main 
Our 


m, each display of the 


over-all 
tie-in with presidential campaign 
“House and 
platform is color!” In 
battery of 
theme. One, for ex 
sky's the 

color 
1 up the 
quilt of 


| the slogan 
! a\Vs 
six 
“The with 


an Blue, 


Was limit 


refreshing candidate 
tones ot 

the 
showed a 


d cards pickee paint, 


and bedroom 


The 


styles 


variety ot 
color 


windows 
along with a_ wide 
and had a lived-in atmosphere through 


} 


as a bowl of fruit, a 


lants and flowers \rrange 


with a light touch, suggest 


show com 


trying to 
ettect 


rather than 


The over-al was to 


glowing color 
“Col 
Norton 


advantage in 


according to 
it to 
furniture 


is a 


“and we aimed to best 


us¢ 


putting across and 
We are 
th 


1 in selling color to the 
the 


other home furnishings sincerely 


intereste and 


public 


effective tones 


how 


in showing new 


can be in the home 


“One ot more am 
aimed at the 


Brides 


He continued our 
bitious display 
and 
magazine We 
the bride the 


around a color 


programs was 
built) around 
»> 


our 2 


bride-to-be was 


used windows to 
planning her 


indicate 


show steps in 
and to 


her 


home theme 


what our store can do tor in all fashion 


and home needs in brooms, for example, 


as well as more glamorous items 
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ome Furnishings By MABEL C. OLSON 


We showed both simple appointments ants in silvered shades of lustrous 


Si sixth floor home furnishings platforms 


and elaborate, with fashions and furnish and chiffon.” we change every two weeks The same 


ings for the modest budget as well as those Other windows showed the bride in her interval 





is followed for the fifth floor rugs 
permitting a splash. In one window a bride home, with such messages as: “Proudly a and carpets, draperies and upholstered 
was shown against a background of the gift from Lipman’s.” In the six windows goods 


17th century tapestry “September”, borrowed for the groom the merchandise . featured “We decorate the main floor only 


from the Portland art museum. Others it ranged from formal apparel for the wedding 
the group had floral settings. Incidentally, through flannels and tweeds, Bronzini ties, 
I like to use fresh flowers whenever possi cashmere sweaters, and Stradivari shirts 


special occasions such as spring and _ fall 
openings and Christmas. On the other floors 
spot displays and 150 cases are changed 
ble, believing that nothing does so much Newspaper advertising for these events at 


toward appealing display. For the spring was coordinated with the displays; store 


intervals of about three weeks. Each 
such display is handled as a coordinated 
and fall openings we practically bank the management believes that the double impact job involving merchandise, si 
building with them produces more than double results like in line with 

“Getting back to the bride windows, the The display staff at Lipman’s consists 


gns and the 
fashion presentation As 
mentioned previously, in following a theme 


groom is often neglected in such promo of eight in the department itself and two we carry it through wearing apparel and 


tions; in this series we gave six windows” in the sign shop, which of course ties in) home furnishings by coordinating them 


to his part in the wedding.” very closely with the display department rather than handling them separately 
The theme for these windows was “Say operation. Windows are scheduled 


on a “In the windows we use gray drapery 
‘yes’ and leave the rest to Lipman’s!” In weekly change basis 


as a background against which colors show 
dividual windows had such showeard copy “Besides the windows,” says Norton, “we well. Softening illumination is achieved by 
cross-lighting which highlights the strate 


the magnificent beauty of white faille, rich the third floor fashion department, whict gic part of the display and rather plays 


with pearl embroidered lace — your attend we accessorize completely once a week [Continued on page 48] 


as: “Something borrowed from a dream, are responsible for the 15 display areas of 
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Christmas On State Street 


By SHIRLEY WARE 


officially opens 
season at the 
Parade It is 
State 
His 
pre- 
fell 
previ 


ACH year Claus 
the holiday 
head toa 


all 


unveil 


Santa 
shopping 
Toyland 
the 
toy 
the Saturday 
That 
than 


E 


th: 
Street to 
@frival is 
ceding Thanksgiving 
late: the 
ously and 
number of 
Carson 
bank of 
after 
tains and conducting 
expectancy 


signal for of stores on 


their windows. 
tor 


Day 


scheduled 
day 


in calendar this year 


upset the opening schedule of a 


stores 
Co entire 


Sex kept its 


windows 


tt & 
street 
arrival 


Pirie 
State 


Santa s 


closed until 


by drawing the cur 


an art exhibit which 


created a feeling of while await 
ing the 

When all windows were unveiled 
Brace hh or of ] 
pablic with seven warm and touching 
tak« I Menotti’s n stors 
little 10 visited by 
three 


Phe 


theial opening On the 


display, rewarded 
scenes 
usical ot 


was the 


—All the displays shown on this page are by 
Clement Bradley, display director of Carson 
Pirie Scott & Co.— 


22 


with 


gold 


leaf and white felt 


draperies 


heavily jeweled, projected by midnight blue 


back 


double 


walls 


with silver 


set 


studded 


scenes were in a 


Stars 
shadow-box 


The 


divided by a rich, stained glass panel. 


Bradley 


of these 


} 1 
bank 
gowns 


series 


t 


the 


scenes 


continued 
religious for the 
windows featuring 
In the pictured display 
(second photograph) the 


lavish 


medieval splendor 


adjoining 
evening 
from this 
shadow- 


box orens onto an Old 


World street 


scene 


which the feature card explains as, “Christ 
mas is believing in the best loved legend 


of all 


church, worshipful 


leading to the 


s.eps 


stillness 
elaborate 


the clamor of voices outside the 


within.” The 
shadow- 


boxes were of gold leaf and were laden with 


single 
the 


gift items \ 


window carried 


mannequin 


color scheme 


each 
her 


in 
and 


headdress was representative of the period 


OS? LAY 


WORLD 





—Right, by J. Boghosse, Goldblatt Brothers 
. The three displays below are by John 
Moss, Marshall Field & Co.— 


depicted by the scene done in paper sculp 
ture. 

while 
opening Goldblatt Brothers’ toy 
bridged the interim period by 
setting up the 
out with 


awaiting the cue for 
window, 


J. Boghosse, 


completely 
and then blocking it 
back of the 
for a display of small gift items. As 
as Santa had completed his 
he was in Goldblatt’s State and Van Buren 
street window greeting old friends and mak 


scene 
shadow-boxes glass 
soon 


civic duties 


ing new ones 

“Glory be, it’s Christmas morn” is always 
Yule-tide theme at Goldblatt 
entire family into 
personal 


an interesting 
3rothers. It brings the 
thereby has a 
customer thinking of 
fourth illustration 


baby 


each picture and 


appeal to any gift 
giving The 
nursery scene 


shows a 
and displays clothes, 
toys and furniture, as 
parel for men and women. 
Not illustrated is a main 
Goldblatt’s State street store at 
time. Every other building pillar in the 
block-long main aisle is covered with red 
metallic paper and l-inch star banding 
spirals around the pillars. The bandings are 
of gold base metal foliage and 16 18-inch 
white add a shimmer that puts 
the entire floor in holiday attire. 
Shopping during the holiday 
brighter, merrier, warmer, and more won- 


Marshall Field & Co 


well as lounging ap 


floor view of 


Christmas 


candles 


season gets 


derful each year at 


To keep the spirit of Christmas alive Field's 


shares with its customers the romance of 
hunting a 50-foot evergreen tree in the North 
woods for the Walnut Room; the sights of 
Candy-Cane with and 
childish laughter than 
world; the main aisle, a breath-taking 
spectacle of wonderment; the block-long 
stretch of windows where a different version 
of Field's Christmas story 1s 
unfolded each year; and Cozy Cloud Cot- 
tage, Uncle Mistletoe and Aunt Holly's head- 
quarters where Santa Claus is entertained 
while at Field's, and where Field's wee cus- 


Lane, more toys 


anywhere in the 


copyrighted 
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given an opportunity to 
with their 


Washington 


tomers-to-be are 
meet and talk 

In 1887 the 
was decorated with red and green bunting, 
start that has lead to the 
Chicago 


hero 

street rotunda 
elaborate 
looks 


festivities 


a meager 
preparations all 
holiday 


seasonal 
forward to as 
In later there 

the bus boys trimmed a tree in the tea- 
and the Christmas box 
1900 The 
believes, is not 


part ot 


years were more decorations 


room, appe ared 
this 


increased 


around reward for all fuss, 
Field's 
prestige for the 
light that 


lievers in 


only the 


store each year but the 
young be 
reflected in 
floor, 


reveling 


shines in the eyes of 


fairy tales, the cheer 


the faces of 
and the excitement of 
in the holiday mood it brings to all 

Field’s early Christmas windows, installed 
storybook 


grown-ups on the main 


feeling and 


just prior to the windows, were 


in a series of displays grouped on a raised 


and presided over by an entrancing 
with a glittering sceptre, (final pho 
Star Christmas tree toil 
chicken animals 


which 


dais 
figure 
tograph) bursts, 
and wire 


decorative 


and ornaments, 


were the props supplied 
grit 


enchantress.” 


the theme “The one Glamor accent 
imported An 

\ companion series occupied a big corner 
was divided and panels of 


hold 


covered 


window whicl 


installed to gifts for 
rhe 


and outlined 


shadow-boxes 


the family boxes were with 


Fanci 
from 


with tinsel 


suspended 


wire mesh 
ornaments were 
the ceiling and offside 

duced by potted trees and a generous sprink 
floor of flittered 
\ mannequin in a sheer night 


ful tree 


glitter was intro 


ling on the white sand 


ree branches 


dress verified the copy, “Christmas a 


iamily affair. 








—The first four photographs illustrate displays 

from The Denver's annual 'Fragrance-Flower" 

promotion. . . Next, the corner window with a 

furniture display . . . Lower right, a hat win- 
dow tying in with Life magazine— 


HEN we asked Carmen R. Sutley, 
who directs display for The Denver 
Dry Goods Company's 26 windows 
plus interior displays for 178 departments, 
what single promotion during the year most 
catches the enthusiasm of his staff of 12 
he replied: “I think I’d say our spring 
‘Flower-Fragrance’ windows, which we've 
done each spring for the past six years 

The shopping public of Denver appears to 
look forward to them, judging by the letters 
received commenting on them. And we and 
the 14 Denver florists who cooperate on this 
promotion, along with the perfume people, 
enjoy preparing for it.” 

In looking through the photographs of 
the spring 1952 windows, we commented that 
the effect, while strikingly beautiful, also 
indicated much work and much expense 

“In a way, yes,” asserted Mr. Sutley, 
“Particularly for a three-day promotion, 
whereas our regular window schedule runs 
from seven to ten days. But with the 
florists contributing one third of the whole 
sale cost of the flowers and the perfume 
people contributing another third, we at The 
Denver contribute the other third with the 
feeling that it's worth it to us to continue 
the tradition for our customers.” 

Getting three different factors to work to 

l harmoniously and on schedule pro 

difficulties, so we asked Mr. Sutley 
sutine was worked out 
up our cooperating 
r for that 
“selecting 
more ag 
new with 
he 14 loc: 
isuall I with us year 
We tell them e perfume 
ya given Vv and each florist 


given the » Interpret 

the window as he hes, submitting 

( to both the display director and to 
Publicity Director Max Kerr so that. the 
entire promotion will coordinate harmoni 


ously The only” restriction " on the 


How Display Functions At 


florist is one of cost. He must not exceed “You'll note,” said Mr. Sutley as we asked Mr. Sutley what the florists felt they 


1 t} 


an initial flower cost of $200 per window ann ie photographs of the 1952 “Flow derived from the annual promotion. “They 


it wholesale, and his replacement cost agrance’ windows, “that we feature look forward to it,” he answered. “You 
when and as needed must not exceed $100 nly fragrance (from store stock) in_ the e, there are more than 70 florists here 


per window at wholesale cost. Since the windows Except for the bridal window, 1 Denver for a population of just under 


windows are in only three days, ; which is usually our large corner window, alf a million. We allot 16 windows out of 


keep the replacement work at a minimum.” we show no fashions. Of course it’s the our 25 to the ‘Flower-Fragrance’ promotion 

When queried as to whether the promo big promotion of the year for our perfume We select 14 florists to cooperate in the 
tion took place prior to Easter, Mr. Sutley department, and while it is a lot of work promotion. Usually our windows are larger 
reported that Easter is such a variable date correlating all details and the work of all than their own. They appreciate the op- 
that they permit the Colorado weather to participating florists, now that we've done it portunity to stimulate greater appreciation 
decide for them when the “Flower-Fra IX yee 1 a row we have the details for flowers and wider use of them in the 
grance” windows are to be scheduled. If pretty hand; each succeeding year home. And since the promotion has de 
the Easter date is too early for the Colorado it runs just a little smoother.” veloped into more or less a city-wide occa- 
carnation crop, then the windows wait until Wondering about the local florists and sion, it gives the cooperating florists a 
after Faster their reaction to the annual promotion we chance to participate in a civic-minded pro- 
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“The Denver” 


motion. Then, too, Colorado is very 


scious and proud of i's carnation crop whicl 
matures each vear from October through 
June in approxima‘ely 80 different varieties 
ranging from pale pastels to deep hues 
The bright red ‘William carnation 
is very popular here, l 

vellow carnation recently perfected and 
bearing the name of ‘Colorado Gold’. Witl 
such a range of tones, we get some pretty 
exciting windows for this omotion 


Getting along to such subjects as 


staff, mannequin care, display quarters 
props, ete. Mr. Sutley 
with Publicity Director Max Kerr about 


budget and preliminary procedures 
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“We establish our over-a 


meetings to develop themes suggested by the 
cooperating florists, with The Denver Dry 
Goods Company furnishing any props re- 
quired, either building them or purchasing 
them. Preliminary paper work on such a 
promotion starts four to six weeks prior to 
putting in the windows. First the perfume 
people who will cooperate are alerted, then 
the florists, then The Denver's display staff 
swings into action, and the promotion is on.” 

We asked Mr. Sutley about his staff of 
12 and he tells us it includes two people 
who take care of the interior displays tor 
the entire 178 departments, meaning 80 man- 
hours per week for interior displays — and 
they show it. 

Four displaymen take care of the 26 win- 
dows, assisted by one accessory girl, one 
fixture boy, a porter and a card-writer. 

An artist and a shop man handle the 
prop situation, with about 50 per cent being 
built in the department and the rest pur- 
chased outside 

As to mannequin care, Mr. Sutley reports 
that he has a good local repair concern to 
do his rush jobs. He tries to keep his 
mannequin stock in selling condition as well 
as working condition, so they make the 
trip for refurbishing when they can be 
spared from the windows 

The display department occupies a good- 
ly portion of the top floor, the sixth, shar- 
ing the floor with the personnel department 
and the “Stockman’s Store” where the good 
smell of leather mingles with store mer- 
chandise odors as one approaches the dis- 
play department. These penthouse quarters 
are light and roomy, splashed with sunlight. 
The Denver also boasts an old-fashioned 
attic used for the storage of display props. 

Equipment in the display department at 
The Denver is composed of two “Cut- 
awls,” a power saw, a band saw, miscellan- 
eous items, and a spray booth equipped 
with three spray guns 

At the time of our visit, The Denver was 
featuring a men’s shirt window using mod- 
ernistic heads made of yucca. One whimsi 
cal member of the display staff had cut holes 
in the yucca heads into which were thrust 
pipes, giving a dashingly studious air ap 
pealing to Denver’s large student public 

[Continued on page 58] 


By MARCIA WALSH 


“Since the budget is our starting point 


display, both window and interior 

s take that point first,” said Mr. Kerr 

Il advertising al 

for a specific period of operation 
or six months, or ever 
Friday afternoon we 


vion-advertising-display meeting ; 


time windows are planned for three 


weeks in advance If the promotion i 
major one, visual sketches are requeste« 


mm the display department with additiona 


etings with the buyers and merchandising 


people of the departments involved. For 
instance, this ‘Flower-Fragrance’ promotion 


might require as many as two or three 








Displays Are Checked 


For Selling Power 
At D. H. Holmes Compan 


By PAULINE KIERSKY 


—Directly above is the display which, without assistance in any form — not even a dopart- 

ment sign —was responsible for 95 per cent of the sales on the featured gown. The 

Mademoiselle tie-in and the other displays pictured on these two pages are typical of 
those used at D. H. Holmes Company— 








VERYONE in display feels morally 

certain that this advertising medium 

is a strong selling force, but few do 
anything about checking to see just how 
well it really does sell. The display di 
rector who tries to obtain such data as 
standard operating procedure finds himself 
rewarded with facts and figures which are 
extremely valuable eu such matters as 
budgets and the department's value to the 
store may be under (iscussion 

Mr. Leonard Pens. display director of D 
H. Holmes Company in New Orleans, is one 
display executive who has set up methods 
whereby periodic checks are made of how 
the department's efforts are paying off in 
sales. How this is done is explained a bit 
further in this article, but first let us take 
an actual example of sales produced by one 
window 

“The Crepe Dress” with a Vogue tie-in 
was the merchandise to be featured, priced 
at $25.95. Mr. Pons was told by the buyer 
for the ready-to-wear department that she 
had purchased 75 dresses to sell at that 
price. The dress was not advertised in any 
hewspaper, on radio or television; no other 
medium was used—just the window dis- 
play Sales people in the department c 
operated in the test by asking each customer 
what had brought her into the store to 
purchase the garment. A check of sales 
within the short period of several days 
aiter the display was installed showed that 
95 per cent of the dresses were sold from 
the window alone. 

D. H. Holmes Company is located on 
world-famous Canal street, and its stretch 
of windows commands the center of the 
shopping area. Mr. Pons has spent 33 years 
in the store’s display department, and for 
the past eight has been display director. 
He has received many national and local 
display awards. 

He has found that, as display director, 
1c must know what merchandise is coming 
in, keep a record of merchandise placed in 
the windows, keep a complete record of 
items “in and out” in a special “Window 
Book” and check carefully the items sold 
out of the windows. A highly skilled crew 
of five window specialists headed by the 
window display manager, and five persons 
for interior display together with two 
porters and a prop man assist him in oper 
ating the department. In passing it might 
be mentioned that theme windows have been 
found most successful tor the store, and a 
battery of windows with a single theme 
better than a variety of individual themes 

To get a more detailed picture of M1 
Po 


set 


is’ method of operation to display 


| 1 


successfully the merchandise 
various departments, let us examine some 
the st followed in the preparation tor 
display First, he has worked out a com 
plete set of forms covering display details 
Each week a meeting is held by the depart 
ment buyers, sales promotion manager, mer- 
| lise manager, fashion coordinator and 
the display director This group discusses 
the forthcoming displays, advertisements, 
and fashion shows \fter tl } » been 
covered thoroughly, 1 get 
under way 

From Mr. Pons’ | t this begins 
with the distribution to each department 
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head or buyer of a sign requisition and a 
“Sales Promotion Division Display Requi- 
sition.” The former specifies the size of 
the sign, the quantity, department involved, 
whether it is to be upright or landscape, 
when it must be ready (regular sign re 
quisitions must be in three days before the 
needed date ten days before for special 
promotion requisitions), and indicates the 
form the copy should take for the 
most effective appearance \lso given are 


exact 


points on writing good sign copy and essen 
tial information that must be included. The 
display requisition shows whether it is in 
terior or window, the type of promotion in 
volved, what other advertising will tie in 
with the display, and space for a complete 
description of the merchandise to be shown 
These display requisitions must be received 
by Mr. Pons two weeks before the display is 
to be erected; before holiday promotions 
the display department notifies buyers and 


department heads how much additional time 
they should allow in requesting displays 

Still another form used by Mr. Pons is a 
sales promotion and advertising schedule 
for each month 

With this information in hand he 
to start his own departmental arrangements 
to coordinate display with the other factors 
involved. A window chart is then laid out, 
each battery of windows having 
theme. Dramatic backgrounds or any toucl 
that will enhance the appearance 
merchandise are a “must 

In planning the special test 
window, Mr. Pons gave particular thought 
to the attractiveness h Fe and the 
proper presentation merchandis¢ 
ive the specially if priced 
same tre: nt thz e would have 
to a gown by any nationally famous 
signer. Well planned and properly compl 
mented by the setting, the window made 
the garment appear just a bit more special 
In the department featuring the dress notl 
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ing was used which v remind the 


there were 

rring dress, and no 
featuring it The window 
lime after time customers 


ior the dress in the window” and 


the demand was so great that more than 


t dresses were sold in a few days 
by the display alone; the model had to be 
reordered 

It is rather difficult to keep such a de 
tailed check on the results of displays, but 
Mr. Pons has a helpful check through the 
merchandise manager's charts that are kept 
for statistics and each form asks the depart 
ment buyer “Did you have a window? In 
this manner he can double-check each de 

rtment and with the merchandise manager 
determine the fruit of his work He also 
has his Window so0k record This a 
complete journal kept daily of all items 
placed in every window As an item is 
sold from the window, note is made for the 
records. Also the department buyer is asked 
to have the sales personnel check on various 
occasions by asking the customer, “Why did 
yu ask for this item?” or “Where did you 
at this product was offered for this 
xr “How did you kn that this 
[Continued on page 59] 














Promotions ... 


URINE Saat i ik 


by diwiis ehring 


Display Designer and Consultant 
New York 


Arrangement: This early spring millinery display is 
made up of two ite units in a well-balanced 


orranaement 


Properties: On the right, hats are displayed on a 


unit decorated with ring leaves and on the left 





manneauins modelina hat Leave 
ird n the lower 


rata Pikast 





Arrangement: Two definite units make up this 
Florida display. It is simple in arrangement, with 


merchandise limited. 


Properties: A large map of the state of Florida is 
shown in color and depicts various points of interest. 


Figure at right displays the latest in play suits. 





Arrangement: In this Valentine display several ele 


ment mbine 4 sinale unit 


Properties: A dain ouse and nylon slip 
are 1Q j sit ms. Fancy red hearts on 
unit. Young man 


~~ 
Wopy cara ) 
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COMING UP 


Arrangement: ‘Heading South" reads the caption 
in this men's Southern vacation wear display. Two 


units are noted. 


Properties: The map of Florida is again used in the 
display. Men's hats are grouped below the map 


along with copy caption. 








Arrangement: Another Valentine display consists 


three units in simple arrangement. 


Properties: Men's white shirts, in each of the unit 


are arranged at angles to one another in a zig-zag 
pattern. Red hearts on narrow ribbon streamer 
are entwined amonc » shirts. A larae heart be 


ome part of 1e ir ana adds turtner 


interest. Cor y card is aced in lower le 


tt rner 





Arrangement: There are three definite units in this 
men's English raincoat display. The display is well 
balanced and merchandise is limited and neatly 


arranged. 


Properties: Two wood-grained panels are used as 
back drops for the display of rainwear. The panels 
are divided by decorative units showing a palace 
guard. Other rain apparel and accessories are 


displayed in foreground along with copy card. 
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By ELEANOR TAYLOR 


Other 
to 


most glamorous of gowns 
the type 


tailored 


the 
woolens, 
find 
+] 
with 


up in 


of one would expect 


teamed 
tor 


suit or coat, are 


formal 


in a 

traditionally materials 
alluring cocktail or dinner gowns 
such a recognized 
of 


ot 


wool ts 
time 


Because pace 


setter year, Many syn- 
the natural 
back 
like 


wools with a polished look 


for this 
fibres 
| 


peing 


thetics and even some 


th 


tre 


never sheep's are 


ated to look and handle 


saw a 


wool. There 


are sheer wools 


with a depth reminiscent of fur, and fabrics 


brushed or waved surtace 
the 


conceivable 


with a curled, 


Winter 


scen in 


garments in display picture 


] | 
are every color, such 


—Above and at the lower left, by William 
C. Lambert, Barker Brothers . . . Lower right, 
by Louis Craig, F. C. Nash & Co., Pasadena— 


blue, throwback 
to the conservatism of Grandpa's day prob 


makes black still a 
with dark gray, navy, and 


scarlet and royal yet a 


ably prize favorite, 


brown runners 
up in the color field 


In 


Lambert, 


William ¢ 
Barker 
colortul 


downtown Los Angeles, 


display director of Bro 


thers, used an interesting and 


room one window 
the drapery 
back wall 


split 


modern dining scene in 


In this room 
the 


type ot 


placed against a 
the Dutch 
The wall 


section ot Was 


curtain bamboo 
itself brown, 
were toned 

of the chair 


charming room 


was colored a rich chocolate 
the 
picking 
The 
beige 
bleached 


plain 


aCCessory n 


the 
In 


while pieces 
colors 


this 


coral, 
bottoms 


up 
rug 
blending well 
the 
against 


Was a cotton shag 
with the 


ture \ 


mahogany of furni 


black white, 


sign, 
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Din 
white 


“Dillingham Western.” 
for this display was 
Hallcroft 
display by 
Dandy’ 


said simply 
ner-ware used 
“Twentieth Century” by 
A second original 
the “Barnyard 


Lambert 
rooster 
back 


were 


promoted 
j 
yellow 


cookie jat Against a pale 
ground several bales of natural straw 
placed, and loose straw was strewn on the 


floor An pitchtork 
propped against one of the two ladders used 


old-fashioned was 


as props; the ladders were painted tur 
a pleasing touch of color 
cookie 


placed 


quoise¢ and added 
to the 
jars in the 
throughout the 
Lambert 
nified display 
Here 
a grayish purple in shade \ 
damask 
pillar on the left 
table 
inst the 


display Some dozen or so 


shape of roosters were 
room 
decorative and dig 


also used a 


featuring Renaissance china 


ware the background was eggplant, 
rich told of 
around a large 
This 
displaying the china 
back wall. The 


display emphasized the cream shade of the 


green was draped 


ridged material 
crossed the low 


and was pinned ag: 


embossed 
floor 
beautiful 


china, with its gray 
ota coal-black 
gold \ 


Renaissance 
edge, by the use 


ter-dashed in 


spat 
richly 
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globe were 


Wil 


liam Randolph Hearst collection, loaned by 


standing 
from the 


chair and a _ large 


Renaissance museum pieces 


the Los Angeles county museum. The 
gave the keynote for the 
read, “A New 
In Pasadena, 
rector of F. ( 
and colorful 
Marché hats. Against a cream 
covering a free-shape of black 
ings made a sharp contrast \ 
tinctive teature of the 
ladder with 


sign 
entire display. It 
Renaissance 

Louis Craig 
Nash & Co., 


millinery 


display di 
had a timely 
display, promoting 
colored floor 
wood shav 

most dis 
black 

Here 
were placed several items of chic millinery, 
all in shocking pink \ few pink flowers 
loves were attractively 
ladder Iwo black hat 
bearing the name “Marché,” appeared 
held in the hand of the 


display was a 


dowels on each rung 


a scarf and g also 
arranged on the 
boxes, 
in the window, one 


mannequin This figure wore a sin ple gray 


—Upper left, by T. W. Floers, W. & J. Sloane 
Beverly Hills Upper right, by Paul C. 
Smith, J. W. Robinson & Co. . . . Lower left 
by Vid Rosner, Lucy's, Hollywood . . . Lower 
right, by William Meissner, Ohrbach's— 


basic gown, small pink hat, and pearl at 


cessories 
r. W 


Sloane in 


& J 


installed a display 


display director of W 
Hills, 


small 


Floe Ts, 

Beverly 
dining 
furniture of 


a formal-type 
dark 


design The 


room, tea 
mahogany 18th 
walls of this display 


turing 
century 
were Naples yellow, a pleasing contrast to 
Yellow 


curtains, 


was the color used 
and the 


mulberry 


the gray 
for the 


carpet 
glass luxurious 


drapery was red antique satin 


mulberry brocade 


18th 


which tied in with the 


upholstery Two century por 


traits were toned in antique mezzo tints, 


while l 


a particularly pleasing touch was the 


use of gray and gold in frames to re 


peat the basic gray shade the carpet 


two 


sideboard added te 


shining crystal chandelier and 


crystal lamps on the 
sign read 


luxury of the scene The 


lightful Dining.’ 
At Lucy's on 


} 1 
display 


Hollywood 
director of 


boulevard, 
this 
promotion of 


Rosner, women's 


apparel shop, had a seven 


windows featuring winter velvet Gray 
floor, while cocoa 


[Continued on page 67] 
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carpeting was used on the 





—The night show window lighting in this open 
front store consists of 150-watt PAR-38 floods 
in soffits and 150-watt PAR-38 spots in adjust- 
This produces 120 foot- 
candles for general overall illumination on the 


able Swivelier units. 


displays. For the interior, all supplemental 


lighting is being used— 


HE need of the modern store 1s tor 


effective show window displays which 

will cause shoppers to stop, look, enter 
and buy. Show windows occupy some of the 
most strategic and expensive space in almost 
Many that 


must pay in least 


any store store owners teel 
sales at 


rent on 


show windows 
25 per cent of the first floor store 


the basis of their location and some say that 
this 
cent 


much as 50 per 
displayman’s 


figure should be as 


Lighting is one of the 


most versatile tools ar in this article we 


will discuss ways of lighting show windows 


for maximum effectiveness during the day 


and evening hours 


Recent developments in store design, new 
I 


Window Lighting For Day And Night 


and better light sources, and new equipment 
greater el 
lighting 


desirable to re 


present more opportunities tot 


fectiveness in show window 


Therefore it now seems 


evaluate old techniques in terms of new 


concepts 


The store front today is designed to 


smooth, visual and physical tran 


sidewalk to the 


provide a 


from the sales area 


sition 
Store fronts vary in rom those hav 
back 


entire 


torm 


ing closed show windows to those 


store interior is visible and 
per se do not 


where the 


show windows exist. Re 


gardless of the type, the function of dis 
attract 
and the 
a favorable and last 


and 


from. the Street 1s to 


store, the 


plays seen 


attention to the display 


merchandise; to create 


ing impression of the featured goods; 


to help sell the displayed merchandise 
attraction 


Lighting-wise, the power of a 


show window implies large areas of high 


brightness, contrasts, modeling 


and 


compelling 


high-lighting, and true color rendi 


favorable and_ lasting 


with the 


create a 
that 
lighting 


tion To 
shopper the 
the mer 


impression stays 
should give 
appeal 
setting 


show window 


chandise maximum sales and con 


tribute to an attractive Lighting 


can greatly strengthen the 


a display 


effectively used 


composition of 
Achieving these objectives involves a gen 


eral lighting system to provide overall 


brightness coordinated with a supplementary 
system for accents in brightness and color 
It is 


to make his 


through the use of 


displayman 
effective 
light 
brightness 


relatively easy for the 


show windows more 


at night colored 
and areas of relatively low 


During the evening hours they are compet 


ing with the brightness of adjacent windows, 


theatre and 


trafhic 


signs, street lights, marquees, 


yassing automobile 
] 

















lhe levels of illumination recommended 
by the Illuminating 


for show 


Engineering Society 


night are as follows: 
Footcandles 
High Surrounding Brightness Areas 
General Displays 300 
Feature Displays 500 
Medium Surrounding Brightness Areas 
General Displays 100 
Feature Displays 200 
Low Surrounding Brightness Areas 
Displays 50 
Displays 100 
first 
greatest need for show window light- 


windows at 


General 
Feature 
(See the 
The 
ing is during the daylight hours when shop 
pers look, But 
during the daylight hours the windows are 
up against high-powered 
from the 


photograph.) 


can stop, enter and buy 
competition 


brightness outside daylight, and 


reflections in the show windows 
themselves. More light in 
during the daylight hours will not necessari- 
ly minimize outside daylight reflections. 
It must be enough light of the right kind 
in the right place. To find out what would 
be enough light, the show windows must be 
their surrounding 


daylight 


show windows 


analyzed in relation to 
areas 

Windows on the 
have to 
brightness. 


shady side of the street 
chiefly against reflected 
windows can reflect 


compete 

These show 
the stores across the street, the open sky, 
and passing 


the pavement, the sidewalks, 


—Fig. A. This store is on the shady side of 
the street; shoppers see the reflection of the 
building across the street which is in sunlight. 
... Fig. B. Slanting the glass out at the top 
causes the shopper to see the shady part of 
the street reflected in the window. ... Fig. C. 
An analysis of the shadow pattern during the 
daylight hours is desirable in planning a new 
store— 
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—This shoe window has an overall illumination 
level of 300 footcandles; supplementary light- 
ing can produce 2,000 footcandles on featured 
merchandise. The lighting system consists of 
32 200-watt lamps in mirrored glass reflectors; 
two 150-watt PAR-38 floods; two fluorescent 
luminaires with ten 96-T8 standard cool white 
lamps; one fluorescent luminaire with 20 42-Té 
standard cool white lamps; 19 adjustable PAR- 
38 spot and flood lamps .. . In the Camera 
Shop illumination values range from 50 to 
200 footcandles; interior spots produce about 
350 footcandles on some displays— 


windows themselves, making them look dark 
by comparison. Again the answer is more 
light to correct each individual situation. 
The result of such an analysis leads to the 
conclusion that in either case a general 
lighting system is necessary to produce 
high overall brightness—an _ illumination 
level of 100 to 500 footcandles depending 
upon the store location; and a_ supple- 
mentary lighting system ranging from 500 
to 1,500 footcandles. These higher levels 
are needed to reduce the distraction of street 
reflections in glass, for greater flexibility 


By R. T. DORSEY 
Illuminating Engineer (As told to Bob Gasker) 
General Electric Company 


to light a variety of displays, to highlight 
featured parts of the show window, and to 
compete with high surrounding brightness. 

Possibly even higher levels of illumination 
are desirable as is the case of the shoe 
store (second photograph) which maintains 
more than 2,000 footcandles in parts of its 
show windows 

If the lighting system can produce 1,500 
or more footeandles on light-colored fea- 
tured items, then these items will probably 
be brighter than the outside surround. It 
must be remembered that dark-colored mer- 
chandise absorbs light and has a low re- 
flectance value. Therefore, it is not always 
possible to make displays brighter than the 
surround. The answer in this case is dis- 
plays with a light background or colored 
light. 

The operating cost of show window light- 
ing is comparable to other forms of adver- 

[Continued on page 64] 





automobiles and pedestrian traffic. These 
reflections exist when the brightness out- 
side the window is greater than that inside 
the window. This causes the glass in the 





show window to act as a mirror. These 
reflections can be minimized by creating 


° ° P ° > ae bat uy *o¥ i 
areas inside the windows that are brighter oe ott fe iat A oe? 
‘ f 3 ‘ eres t 
than the reflections. rg is 4 , 
a \ 


The store on the sunny side of the street 
has an entirely different problem. Its show 














/ 





windows must compete for attention with 


| q 
large areas of higher surrounding brightness. g 
The sunlight striking the store front creates ski : R 
areas of higher brightness than the show yy: ' P 
—Fig. D. A show window on the sunny side ii # A a of { 
of the street reflects objects that are in ean ; 
shadow; the distracting reflections are not 


nearly so bad in this case . . . Fig. E indi- geet Bee ct gan, hee 


cates the usual condition. Suggestions for the 
correction or elimination of reflections are 
given in detail in the accompanying article— 
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Easily Built, Low-Cost Units... 
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_.. For The Small Store 


E feature this month a few practical 

VG ideas relative to store planning and 

fixture lay-out. 

The large chains and many department 
stores spend a large amount of money to 
staff and operate a store planning depart- 
ment, where some of the best brains in the 
business are put to work designing fixture 
plans which will enable the store effectively 
to display the maximum amount of goods 
in the minimum floor selling area — fixture 
plans which will put every square inch of 
available selling area to work displaying 
and selling merchandise. 

Some find scale plans hard to read so in 
these drawings we use code letters set in- 
side small dotted circles so that it is pos- 
sible to locate various key locations easily 
as they are mentioned in the copy. 

If the author of this article were asked 
which is the No. 1 fault many of the smaller 
stores make, he would say, “Hiding away 
far too much merchandise inside showcases.” 
The chain stores proved long ago that goods 
open-displayed in bins on counter tops will 
sell much faster and in greater volume, as 
the customer can inspect, select and pur- 
chase without having to wait for a sales 
person to reach inside and bring out the 
items from within the case for customer 
inspection. 

The self-service type of fixtures can be 
the answer to the problem of a_ limited 
number of sales people and lack of adequate 
selling area in the smaller stores. 

Fig. 1. This drawing shows a fixture lay 
out the main features of which can _ be 
embodied into any size store. 

This store has backless windows as indi- 
cated, and they make it possible for cus- 
tomers passing by on the sidewalk to see 
into the entire attractive store interior 
Many of the smaller independent 
still use window backs and in many cases 
these can be removed at low cost should 
this seem desirable and low base platforms 
installed (P). Below eye-level displays of 
seasonal items can still be installed on 
these platforms; you will note that the plat 
form extends around 6 feet along the ad 
jacent wall ‘section. (PB) We suggest 
perforated hardboard panels be attached to 
the walls over this low base platform so that 
many items of merchandise can easily be 
displayed to tie in with the good’ displayed 
on the low platform (P). 

Most people entering the store will be 
attracted by the goods displayed on these 
platforms in this store entrance area — and 
some of the customers about to leave the 
store will be reminded of merchandise with 
the result that many extra sales will be 
made. 

(WF) The main feature of this plan is the 
self-service type of wall fixturing. The 
small drawing shows the type usually used 
by the chain stores. Standard counters 
6 feet long by 30 inches wide are set flush 
to the side walls with over-counter stock 
shelving or cases as shown. Note how a 
length of baffle and fluorescent light strip 
can easily be installed; the light will re- 


stores 
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flect up on the baffle and also down onto the 
wall shelves or cases. The light strip is at- 
tached to the baffle with short lengths of 
pipe which have suitable sized flanges at 
both ends. An effective method of modern- 
izing is to install a baffle and light strip 
up over the wall fixtures; any good local 
carpenter can handle the job. Wood cut-out 
letters can be attached to the edge of the 
light strip to identify the various depart- 
ments in the store, and in some cases photo- 
murals such as baby heads in the infants’ 
department, and sporting scenes in the sport- 
ing goods department can be attached to the 
face of the baffle. 

The counters can be binned off, using 
standard metal corners and bin glass with 
every bin signed with small metal bin clips. 
(A) This lay-out provides for a side aisle 
4 feet wide —a width which will be found 
adequate in most smal! and medium size 
stores. 

(B) In this case the center main aisle is 
increased to 5 feet so that customers can 
circulate freely to the rear of the store 

Many stores must contend with supporting 
columns, so we have included one to show 
how the dead 
with a column area can be transformed inte 
an active functional selling area. In _ this 
case the column is cased in with 5¢-inch 
plywood to make it 3 feet square and fills 
(F) are installed so that the base will line 
up with the adjacent bank of counters as 


space usually associated 


shown 
The bank of counters installed around the 
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Fine 41/2" Fresnel lens, 
reflector, cord and plug. 
Universal mounting 
bracket. Three gelatin 
colors and holder. Only 
$9.45. 400 watt model 
with bulb, $11.55. 1000 
watt medel, $13.50. 


Automatic color chang- 
ing wheels also avail- 
able. 


column consists of four (A) counters all 32 


nches high by 30 inches wide by 5 feet 
in length. The ones facing the front of the 
store, marked (PRO), should be used at all 
times for special feature displays as indi 
cated in the small drawing. Bin glass 6 
inches high should be used for these fea 
ture end bins and they are signed with 
metal card holders, 7 by 11 inches 

(C) This distance of 6 feet from the 
platforms (P) to the front of the ad‘acent 
bank of counters (A) should be considered 
minimum so that customers will not be 
crowded entering the store 

The small detail sketch shows the bank 
of four counters (A) around a column. Two 
of them can be equipped with adjustable 
shelves installed to gain additional display 
area. Both the counter tops and_ these 
shelves can be binned off as suggested. The 
two counters (A) set back-to-back, on which 
these shelves are shown, provide 25 square 
feet of counter top display area; if the 
two shelves are 18 inches wide by the 
foot length of the counters an extra 15 
square feet is gained, each shelf having 7% 
square feet of display space. Check your 
store and see how much extra, premium, 
counter top display area you can pick up by 
installing shelves wherever 
some stores hundreds of square feet of dis- 
play space can be gained without increasing 
the size of the store or paying more rent for 
a larger building. In this case we show 
how they are set on metal brackets in stand- 


[Continued on page 50] 


possible. In 


for G.E. R-40 Spot Lamps. 
Motor driven color wheel 


Erect hyve 


Small enough for cases. 
Big enough for windows. 
— for short range 
white or color lighting 
from 12” spot to 36’ 
Spread at 3 feet. Hood 
measures only 414/'x 
5x24". Very light 
weight. Fresnel lens, 
polished mirror, univer- 
sal_ mounting bracket, 
cord and plug. Three 
gelatin colors and hold- 





er. Beautifully finished. 


Only $8.45. With 100 
watt bulb, $9.55. 


and universal mounting 


bracket. Complete with 
G.E. R-40 spot lamp, only 


$20.91. 
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STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showin 
how to do every phase of window 


display work. 
en, women 


Merchants, display 


will 


m rs 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 
Write for literature. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41, Ill. 
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Power Of Color 
In Display 


By LOUIS CHESKIN 
President, Color Research Institute Of America, Chicago 


This is the second installment of a series on the power of color in display. 


The author is a noted authority on the subject. 


His books, "Color for 


Profit" and "Colors: What They Can Do for You" (both published by 


Liveright, New York City) are well known. 


In this article he discusses the 


essentials for good posters, counter and floor displays, and the importance 
of reckoning with the customer's mental habits when creating a display. 


VERY display unit, whether for counter 
E or floor, should be tied in with adver- 
tising in other media. The same colors 
@nd design should, whenever possible, be 
Maintained throughout the magazine adver- 
isements and in the direct mail pieces. 
dentity established. 
Counter and floor display units can be of 
@ardboard, plastics or metal. A 
Variety of materials is available and many 
Structural designs are possible. A counter 
display piece can be a die-cut card, with an 
flustration of the package as part of the 
design. It is often a card with the actual 
Package attached to it. Many counter dis- 
Plays are in the form of racks in which a 
Mumber of packages are placed. And there 
are available many types of display 
Screens, display baskets and display boxes. 
Floor displays are similarly varied. There 
are floor stands in which the packages are 
piled for easy access. Life-size floor dis- 
plays are very effective in attracting atten- 


is thus effectively 


wood, 


also 


tion. Wall cards or posters are successful 
inside-store displays. Banners are often 
hung on wires to announce the sale of 


special articles. 

No matter what the material or type of 
design, colors must be used appropriately 
for maximum effectiveness. 

The color problems in all display designs 
are generally similar. However, the visi- 
bility of counter display units does not have 
to be as great as that of wall cards or 
banners. 

Displays that are placed high or on a 
wall more than 6 feet away from the cus- 
tomers should have colors of strong visi- 
bility and should be simple in layout and 
vold in treatment. Floor and counter dis- 
plays, on the other hand, can be treated with 
detailed figures and smaller spots of color. 


36 


Also the copy on wall and ceiling display 
signs should be much briefer than on counter 
and floor display units. 

\ common but ineffective practice is to 
magazine illustration for use as 
a poster. True, in order to build identity 
it is advisable to carry through the design 
and color in all media of advertising. The 
fact that a composition or layout is effective 
in a small scale, however, does not neces- 
mean that it will fulfill the needs of 
a large poster. 

While an illustration is intended to be 
studied, a poster must be designed to get the 
message glance. Details that 
mean much in a magazine illustration are 
worse than useless in a poster because only 
simple forms and high-key colors can be 
grasped at a glance from a distance. 

Only one idea should be expressed in a 
poster or billboard. The copy should be 
short and crisp. The fewer words the bet- 
ter. This holds true for indoor as well as 
outdoor posters. 

The lettering should be simple to provide 
maximum legibility. The spacing between 
letters should always be greater than the 
width of the letter stroke. 

Ornate lettering should be avoided in 
posters unless the character of the product 
demands a specific style of lettering. Even 
then there should be a compromise, with the 
letters simplified as much as possible while 
still retaining the characteristic style. The 
larger the letters, the better. However, let- 
ter size should always be proportional to 
the rest of the matter on the poster. 

We should always consider the fact that 
red objects appear nearer than blue ones. 
Red letters on a poster will stand out in front 
of blue ones if they are both of the same size 
and style. 


enlarge a 


sarily 


across at a 


Of the pure hues in surface colors, yellow 
has the greatest visibility, orange is second, 
red third, and green fourth. In light the 
most visible colors are red first, green second, 
orange third and yellow fourth. 

Also important is the fact that we remember 
simple forms and basic images only, unless the 
subject has very unusual human _ interest. 
Therefore, posters should be composed and 
painted in large masses. 

Complementary colors should be used in 
posters if the character of the product does not 
prohibit their use. Because complementary 
colors intensify each other, they provide the 
greatest visibility. Blue and yellow, red and 
green are always effective —if a competitor 
is not already using them. For outdoor posters, 
deep blue or a blue-black should be used with 
yellow. 

The major element of the poster, whether 
it is image or copy, should be in a pure hue. 
If that is not possible, a very deep shade 
should be used, never a tint. If the product 
must be presented in a tint, the lettering 
should be either in a deep shade or in a very 
rich color. 

Although letters of pure hue in long copy 
would cause eyestrain and headache in read- 
ing, they are most effective for short copy 
which is to be read at a glance. 

Contrast is of the greatest importance in 
posters. Maximum color contrast can be 
achieved both by using complementary colors 
and by adding a sufficient amount of black to 
the color, if the color next to it is diluted 
with white. When you do this you are using 
complementary hue contrast and black-and- 
white contrast simultaneously. 

Yellow images against a blue-black back- 
ground are just as effective as blue-black 
against yellow. Red images against a green 
background are just as good as green against 
red. 

On inside posters, pure blue is better than 
blue-black because it is more vibrant. Pure 
blue does not have as good visibility outdoors 
because the color tends to melt into the horizon 


and is modified by changing atmospheric 
conditions. 
Posters, like all advertising media, often 


attempt to appeal to reason. Basically, how- 
advertising is designed to appeal to 
emotions. Colors, subject, art work and copy 
must all be coordinated to create maximum 
emotional appeal. 

In posters more than in any other adver- 
tising medium the emotional appeal must be 
made concisely and instantly. The poster is 
designed to catch men, women, and children 
“on the go”, whether on foot, in an automo- 
bile or in a public conveyance. Its role is to 
catch the eye and impress the mind with an 
idea, a form, a color, or all three. 

Good composition is an important factor in 
poster design. Composition that permits easy 
eye movement is as essential in posters as 
in all other graphic presentations. 

The successful poster consists of simple 
drawn forms in broad masses and a concise, 
direct word message in simple, solid lettering 
in colors of great visibility and psychological 
potency. 

A repetition of the fleeting impressions 
made by well-designed posters is a most pow- 
erful influence. 

[Continued on page 52] 
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... newest of southern Suburbans- 


and nowhere in the nation will you find one more beautiful! 


Not only are felicitations due Hutzler’s 
(a Maryland institution since 1858) 
but also Visual Merchandising’s Oscar is awarded fo: 


JAMES R. EDMUNDS §Jr., Store Architect 


KETCHUM GINA and SHARP, Associate Architects 
EDWARD MESHEKOFF, Mural Painter 
THOMAS E. SCHENKEL, Display Superintendent 
HARRY A. McCAULEY, Store Design Counselor 

and (we blush to be included, but fairness demands it) 


DISPLAY HEADQUARTERS* 


whence came Hutzler’s Mary Brosnan Mannequins 
— men’s, women’s, children’s — and the sxclu- 
sive Williams fixtures in lucite, metal and wood 


OTHER RECENT SUBURBANS 
equipped by Williams: 





ALTMAN’S, Manhasset, Long Island 
ALTMAN’S, White Plains, New York 
BAMBERGERS, Morristown, New Jersey 
THE EMPORIUM, Stonestown, California 
THE FAIR, LaGrange, Illinois 
LORD & TAYLOR, Eastchester, New York 
CORD & TAYLOR, Millburn, New Jersey To create the harmonious selling atmosphere is a regular part 
ee ea ae ee of our service. The Williams Design Staff works hand in glove 
MAY COMPANY, Lokewood, California . ; 
WOODWARD & LOTHROP, Alexandria, Virginia with authorized store representatives. 
ind, opening presently 
ARNOLD CONSTABLE, Manhasset, Long Island 
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...on and off the record 








Photographs for 
this page are al- 
ways welcome. 
Simply address 
them to DISPLAY 
WORLD, Cincin- 


nati |. 











—Detroit Display Club mem- 
bers prepare to embark on o 
= chartered bus for a trip to 
2 Bronson, Mich., and an in- 
-e %  spection trip through the 
. plants of L. A. Darling 
—Sam Shaffer, above, has oe Company— 
been named assistant win- : 
a dow display manager for A. 
! Harris & Co., Dallas. He 
returns to the store after 
Hbeing with Kerr's, Inc., Okla- 
"homa City. Sam studied art 
and music at the University 
of Tulsa before beginning 
his display career— 





—Gordon Frischkorn, assis- 
tant in the display depart- 
ment of The Rau Store, Chi- 
cago Heights, Ill., steadies 
a long-necked steed while 
Emil Newdold, display di- 
rector, tries on a small rider 
just for size. The occasion: 
preparation for a Baby 
Week promotion— 


apa nearer neneaneeer ee — 


—The virtuoso with the vio- 
lin is Charles E. Lenhart, dis- 
H play director for Arnold Con- 
stable & Co., New York 
City; accompanying him on 
the guitar is is son, 
Herbert— 


Perens mana 


a 





—One organization which believes 
in social get-togethers in con- 
nection with club activities is the 
Display Guild of Baltimore. Here 
are some of the members and 
guests who attended the club's 
annual dinner dance— 


— Introducing Walter 

Bahno, who was recently 

made display director of 

W. & J. Sloane, New York 
City— 








Lends Iseff 


to your 
Imagination! 







= 


bie 
[a ae yy Create Columns, Curves, Abstract Shapes 
ie 3 of almost any size and radius you can visualize 
a? with UPSON Easy-Curve Board 
% qe 2 ws 


UPSON Easy-Curve responds with a will—to your hands, to your ideas— 
to form fresh and original display ideas that are uniquely yours! Once and for all, 
your imagination is freed from the dictates of pre-formed shapes by this light 
and yet exceptionally durable—fibre board. You'll find, also, that Upson Easy- 
Curve Board has the same ‘“‘thirstless” painting quality that distinguishes Upson 
Strong-Bilt Panels: one coat of oil, tempra or lacquer covers. Better still, Upson 
Easy-Curve board is more reasonable in cost than ordinary pre-formed shapes. 
Other Upson panels are available in 346” and %” and approximately %%" thick- 
nesses. The coupon will bring you more detailed information. 








S"B 


— 
— 


UPSON THE UPSON COMPANY 


82012 Upson Point, Lockport, New York 





Send me detailed information on Upson 
Easy-Curve Board. 


NAME 


e | EASY-CURVE 


BOARD — —_—___— STATE pate 


NAME OF FIRM 


STREET___ 
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York Street 


and 
streets of 


HAT it looked like — sounded 
like —to walk the New 
York a century ago can be actually 
experienced today by visiting the new spe- 
cial exhibition which opened October 29 to 
Museum of the City of 
103rd to 104th 
stores, firehouse and brown- 


the public at the 
New York, Fifth 


streets. Shops, 


avenue at 


of carriage wheels, 
the cries of street 


stone — with the clatter 


the beat of horses’ hoofs, 
authentically and realisti- 


York Street Scenes 


vendors are all 
cally recreated in “New 


1852.” 


Constructed under the general super- 
vision of Ralph R. Miller, assistant to the 
director of the museum, the exhibition occu- 
pies the two large south galleries, as well 
as the hall, on the third floor of the museum 
and will continue through March 31, admis- 
sion free 

The galleries 
and 
buildings —a 
daguerreotype gallery, a drug store, a ship 
chandler’s establishment, tobacco shop, dry 
dwelling, clock 


arranged as a Street 
reconstructed 11 


shop, a 


are 
which 
firehouse, a 


square in are 


barber 


goods store, brownstone 


we UT WT Ga 


ae 


eee ee Oe be 


—tLeft, the scene from the Battery, with 

passengers disembarking from a combination 

steamer-sailing vessel . . . Below, interior of 
the pharmacy— 


shop, shawl and mantilla emporium, and 
pawnshop. The inside of the structures, 
occupied by life-size mannequins, can be 
viewed through doors and windows; some, 
such as the shawl shop and daguerreotype 
gallery, can be walked into and browsed 
around. All merchandise, equipment, fur- 
nishings and completely 


authentic 


costumes are 


Realistic figures people the street and 
square dressed in the styles of a century 
ago pedestrians, and __ street 
vendors, including an apple woman, a man 
selling plaster of Paris images, and a news- 


shoppers, 


boy, all crying their wares. 

The “cries’ 
operated by a push button. Running ap- 
proximately ten minutes, the record con- 
tains about 25 different and authentic sounds 
of the city, including bells, carriage wheels, 
horses’ hoofs, dogs, birds, children, and the 
tunes. 


are on a sound recording, 


cries of street vendors, some to 


Scenes 


The recording was made by the American 
Theater Wing under the direction of Arthur 
Hanna. A series of 12 watercolor drawings 
of “Cries of New York” about 1850, 
loaned by Edward W. C. Arnold, displayed 
in a case in the outer hall, represents many 
such vendors as bootblack, glass man, rag 
picker, newsboy, image dealer, organ grind- 
er, etc. 

First in the exhibition is the facsimile 
of a firehouse as it was a century ago, con- 
taining the Americus Engine No. 
6, which, because of its unusual size and 
weight (it was a double decker, 15 feet long, 

[Continued on page 62] 


lamous 


—Left, the clock shop of a hundred years ago 
with its ornate wares displayed in the small 
window— 
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More Light at Less Cost 
with the Original 
Aluminum Reflector 











CHOOSE FROM FIVE 
MODELS 


Miroflector is available in five dif- 
ferent models, each designed to meet 
a particular need in lighting. 

No. LH-10M—Miroflector can be 
used as a spot or flood. It is 
recommended when tremendous light 
output is desired (highly concen- 
trated light on some particular mer- 
chandise) or for displays with high 
ceilings. Available in silver and two 
colors. 

No. LH-2000--Miroflector is recom- 
mended for general floodlighting 
needs. It can be used with both 
the 100 Watt A-21 and the 150 Watt 
A-23 short neck lamps. Available 
in silver only 

No. LH-3000--Miroflector, designed 
for case and counter use, takes 40, 
50, 60 and 75 Watt A-19 lamps. 
Available in silver only. 

Ne. LH-555--Miroflector provides 
the effect of the bullet-type fixture 
with good light cut off character- 
istics. Available in silver only. 

No. LH-444—Miroflector, for broad 
area floodlighting, uses 200 and 300 
Watt PS-30 lamps. Available in 
silver only. 


Ask about our 
FREE TRIAL OFFER 
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ou Brighter— More 
g Ordinary Bulbs! 


rdinary bulb Co 


le replacement! (= 


e Mirofiector Cuts Costs, Saves You Money. Every time a 
reflector-type lamp burns out, you discard an expensive, built-in 
reflector. With Miroflector, you use low-cost household lamps, re- 
placeable for 20 cents. Cooler burning incandescent lamps last 
longer, use less electrical current, yet give more light. 

e@ Mirofiector Needs No Special Installation. Fits Open, Bullet 
and Hi-Hat Sockets. Simply place an ordinary household lamp into 
the Miroflector and screw into socket. Nothing to change or replace. 
e@ Miroflector Uses Low-Cost Household Lamps. For a super 
spotlight, use a Miroflector with a clear bulb; for a super floodlight, 
use it with a frosted bulb. 

@ Mirofilector Gives High-Intensity White Light. Magnesium-im- 
pregnated Miroflector gives high-intensity white light in place of 
yellowish light produced by R-40 reflector-type lamps. Gives even, 
natural flood and spotlights. Displays merchandise in brilliant, true- 
to-life colors and textures. 

e Miroflector Itself Is Permanent. Never has to be changed. 
Miroflector’s patented pre-oxidized finish guarantees permanent high 
reflectance. Will never corrode, discolor or tarnish. 

e Mirofiector Tested and Approved by Electrical Testing Labora- 
tories. Over 10,000 installations in leading stores all over the 
country. : 


For Complete Information, Write for Broadside No. 27-D Today 


Garrison-Wagner Co. 


2018 Washington Ave. St. Louis 3, Mo. 





Crystal 
Christmas 


By N. B. WIGGINS 
Hemphill-Wells Company, Lubbock, Texas 


—Described as one of the most successful 

Christmas themes ever used by the store, 

"Crystal Christmas" took its motif from giant 

snow-stars, white branches, and ledge trees 
hung with crystal prisms— 


T is a long-standing tradition with 

Hemphill-Wells, Lubbock, Texas, to un- 

veil to the public the store’s Christmas 
windows on Thanksgiving day. Full page 
advertisements invite the public to see the 
displays and come to the store on Friday 
morning to see Christmas in all its glory. 
Judging by public reaction, our theme called 
‘Crystal Christmas” was particularly suc 
cessful 

The theme was carried out in all the win 
dows and on ail floors with giant snow 
stars, pine-like modern branches, huge 
swags and ledge trees all hung with crystal 
prisms. More than 25,000 of these crystal 
prisms glistened throughout the store against 
the modern background of deep tones of the 
store itself. (Incidentally, this is the second 
Christmas in the new store, considered by 
many as one of the most modern, archi 
tecturally beautiful stores in all of Texas). 

All gift wrapping tied in with the crystal 
theme and I| think Hemphill-Wells is one 
of the few stores —if not the one and only 
store—that still provides elaborate gift 
wrapping free to the customers. To give 
you an idea of the scope of this I should 
mention that we use 90 girls for this pur- 
pose at the peak of the season 

Our wonderful family of sales personnel 
entered into the spirit so completely that by 
Friday afternoon every sales girl was wear- 
ing crystal earrings created by my fashion 
stylist, Vern Collier, which brought the cus- 
tomers face to face with our “Crystal 
Christmas” theme, and our promotional di- 
rector, Culver Hill, quickly had the news- 
papers cover this for the afternoon editions 
with feature stories 

Crowds came from all ¢ r tl West 
Plains area to view a 
gifts our buyers could 
markets of the world 

Due to all this fine coordinated effort 


lelivery department reached more than if ind loaded them down to deliver the 


pleasant indeed to think that the display 
department played its full part in making 
one of the most the season noteworthy for both our cus 
emes we have employed. It is tomers and the store 


pacity and gifts began to pile up 
executives, heads of departments, y ( ystal Christmas” was 


the head of the store himself. got their uc’ +] 
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santa brings you the best at christmas 
“red wing” does it the rest of the year! 





to you and yours—from all of us 


HAPPINESS and GOOD CHEER 


Ked Wing lroducks BELLEROSE, N. Y. 


ie AAR RE ROB a 
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—A citron colored perforated hardboard wall 
for pin-up lamps, cerulean blue for table lamps, 
provides a colorful corner in part of the 
new modern lamps and accessories department 
at Sachs Quality Stores, New York City .. . 
Below, a series of electrified traverse rods 
permits hanging displays at any given point 
in the department . . . Lower left, Lichten- 


stein's welcomed the new Fedway store to 
Corpus Christi with this display— 


fireplace with a black semi-circular hood 
and raised fieldstone hearth displays modern 
fireplace accessories. 

The central section of this wall contains 
self-illuminated jeweler’s cabinets with glass 
shelves for ceramics, glassware and various 
imported and domestic accessories. The 
rear area, the base of the “L”, contains 
shelving and a perforated hardboard wall 
to form the main accessories section where 
modern clocks, barometers, flatware, Italian 
baskets, Mexican glassware and numerous 
other items are shown. 

The wall opposite the jeweler’s cases is of 
the same type hardboard, citron in color, 
displaying a wide variety of pin-up lamps, 


while the rear wall, cerulean blue, has a 


Here And There 


Vi J HEN the new Fedway store opened 
recently in Corpus Christi, Texas, 
Lichtenstein’s did the gracious thing 

and welcomed the rival with a congratula- 

window display. Charles Gallagher, 

manager, handled the subject in a 

way which told the story ade- 

quately and still hinted at the coming rival- 
ry between the The card copy 

“There’s a new kid in the neighbor- 

hood !” card was “Con- 

gratulations Principal figures 
were two small, pugnacious boys squaring 
off for a test of strength. 

\ new which is said to embrace 

New York City’s most comprehensive array 

lamps 


tory 
display 
humorous 


two stores. 
read: 
and on another 


Fedway.” 


shop 


and a 
Sachs 


of well-designed modern 


just been launched by 


\ 


cessories has 


35th street and Eighth 
avenues. The shop, directly adjoining the 
store’s main entrance, is a sizeable L-shaped 
area, formerly the television department. 
The area has been completely re-designed to 
and colorful setting in 
advanced spirit of the 


Quality Stores, 


provide a relaxed 
keeping with the 
new department. 
A 30-foot show window~forms the entire 
front wall of the shop and the shop itself 
as a dramatic background for win- 
dow displays. The adjoining walls have 
been treated in different ways for variety 
of interest. The far wall (from the en- 
trance) has been done successively in white, 
gray, white and red some sections 
finished in grooved wood. At the window 
part o.f the window display, a 


serves 


with 


corner, as 


full length counter and shelves for table and 
incidental lamps. 

The central floor of the shop has been 
planned to facilitate flexibility of arrange- 
ment. Movable flush door tables on light 
metal sawhorses hold table lamps by many 
different manufacturers. Two light, free- 
form islands have been introduced for the 
display of floor lamps. The tables have 
built-in outlets along one edge and the floor 
is studded with many outlets to accommo- 
date any grouping of displays 

This flexible also 
ried out in the window display 
series of electrified traverse rods 
stalled on the ceiling to permit the hanging 

[Continued on page 62] 


been car- 
area. A 
was in- 


scheme has 
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Liquid Plastic Protects 
Against Sun's Rays 


Protection from the glare and damage 


done by the ultra-violet rays of the sun is | 
claimed for “Tint-Glass”, a new liquid | 


plastic produced by Protecto-Plastics Com- 
pany, of St. Louis. Available in clear or 


amber tones for store display windows, it | 


is said to reduce the heat of sun rays by 
as much as 30 per cent. 


“Tint-Glass” is wiped onto windows with 
a special applicator supplied by the manu- | 


facturer. It may be applied in larger areas 


with any commercial paint roller. The | 
liquid dries hard and clear in 30 minutes | 


and can be washed indefinitely. 


New Products Introduced 
By Unger Paper Company 

A number of new products are included 
in the line of Unger Paper Company, 211 
West 20th street, New York City 11, ac- 
cording to Milton Unger, owner. In addi- 


tion to stocking all types of papers — plain, | 
fancy, metallics, leatherettes and embossed | 


—the firm specializes in laminating and 
converting. The company was formed in 
1951 by Milton Unger, who has been in the 
converting field since 1934. 
“Zephyr” Swatch Book 
Now Available 


Something new in color swatch books has 


just been produced by Sinclair & Valentine 
for the firm's “Zephyr Redi-Mixed” line of 
silk screen inks. The book shows a full 3 
by 5-inch color card for each color in the 


line so that it is easy to tell what the color | 


will be like in any sizeable area 

This is an innovation, since most. silk 
screen color charts show tiny paint chips 
which do not give an adequate picture of 
how the color will appear in larger space. 
A copy of the swatch book will be sent 
free if requested on company letterhead. 
Write Sinclair & Valentine Company, 611 
West 12%h street, New York City 27. 
Kieffer Recovering 
From Bad Fall 

Clement Kieffer, display director of The 
Kleinhans Company, Buffalo, was confined 


for some time to Sisters’ hospital in that | 
city recently as the result of falling from | 


a ladder. His ankles and six ribs were 


broken, but he is reported as recovering | 


satisfactorily. 
Acting Display Managership 
For Arthur Gault 

Halle Brothers, Cleveland, has named 
Arthur Gault acting display manager of the 
firm following the resignation of Toni 
Cipolla because of ill health. The latter 
has suffered from heart trouble for several 
years and is now in the Florida Keys 
attempting to regain his health. 
Hecht Fixture Company 
Representative Dies 

M. H. Spelman, Milwaukee, who for many 
years represented Hecht Fixture Company 
of Chicago in the Milwaukee area, died on 
November 24. 
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highest quality, 
smooth tempered, 


duolux masonite 


clean, 
accurately perforated 
holes 


—no burrs 


standard 


panels: 1/8", with 


With PegOpanel Dispiay backgrounds exciting, 
attention-getting displays for your merchandise 
can be created in minutes. No nails, screws or 
tools needed. 
Standard, “e” PegOpanels perforated with Ys" 
holes on 1” centers are ilable in the foliowi 
sizes: 
24x36 24x48 24x72 24x% 
36x48 48x48 48x72 48x % 


For versatile, attractive merchandise-moving inte- 
rior displays and displayer backgrounds — investi- 
gate the advantages of low cost PegOpanel. 





3/16" holes on 1 Ye" x 48" x 96" SHEET...$800 
centers All Other Ys" Sizes Listed Above 30c per sq. ft. 


special 
1/10”, 3/16” and 
1/4” panels; any 
hole, any center, 
available in 
quantities 


“ de galan co. 


Wire clips, hangers 
1095 beaufait and mouldings can 
detroit 7, michigan be provided. 


3 








CL 10 — ACTUAL SIZE 


TICKET HOLDERS 
Molded of CLEAR PLASTIC 


Pyramid Ticket Holder perfect for small 
point of sale pricing. 

Complete the picture of ultra-smartness 
created with plastic displayers by using 
ticket holders of clear plastic. These 
beautifully molded ticket holders are just 
the thing for soft line display. 


CL 10 Package of 50.........$ 7.65 
Lots of 100... . 13.80 


QUENSELL DISPLAYS INC. 


71-23 Austin St. Forest Hills, N. Y. 




















The All New 


Hondl it 


ALUMINUM REFLECTOR 


SPOTLITE 


The modern and efficient way to real 
economy in window and interior light- 
ing. Stop buying expensive built-in 
reflector bulbs and use regular A-23 
150 watt bulbs at a fraction of the cost. 


Only 
31 90 


EACH 


Exclusive with 
Brite-Lite 





SCREW-IN 
LENS HOLDER 
Eliminates cumbersome clamps 
e Air vents to dissipate heat @ Spring clips to keep bulb centered 


e@ Perm-o-brite finish, guaranteed 3 years e New, efficient shape 


This all new reflector spotlite is a must for every store. Stop being 
use BRITE LITE Spotlites and count 
Write today for full details. 


a slave to high cost lighting 
the savings in your own display department. 


JOBBER INQUIRIES INVITED 


THE ANCHOR METAL SPINNING CO. 


Box 31, Station "A" Dayton 3, Ohio 


NRDGA To Exhibit 
Displays At Convention 

Details of the annual contests to deter- 
mine the year’s best retail newspaper ad- 
vertisements, radio programs and displays 
have been revealed by Howard P. Abra- 
hams, manager of the Sales Promotion 
Division and Visual Merchandising Group 
of the National Retail Dry Goods Asso- 
ciation. 

A feature of NRDGA’s convention in 
January will be an exhibition of the win- 
ning photographs of outstanding window 





| contribution to 


| the display contest. 

















IRIDESCOL PEARL ESSENCE 
LACQUERS 


Colors now available: 
crimson, emerald, gold, natural pearl, shell pink, orchid and gunmetal. 


$3.50 
$7.75 


Rich, natural Pearl Essence is the sole pigment. 


Quart can, postpaid 
Gallon can, postpaid 


Iridescent Pigment Corporation of America 


BOX 1605 WILMINGTON, DELAWARE 








and interior displays made during 1952 by 
member stores entering the association's 
display contest. 

Suitable certificates for the winning stores 


| will constitute the awards in each case 
| plus an additional award of a special trophy 


to the store which made the outstanding 
retail advertising. This 
award will be presented by “Retail Adver- 
tising Week.” 

A panel of four has been named to judge 
Under the direction of 


Irving C. Eldredge, assistant manager of 


| the Visual Merchandising Group, the panel 


will meet at the Hotel Statler, New York 
City, to pick the winners. The judges are 
Miss Julia Coburn, director of Tobe-Coburn 
School for Fashion Careers; Lester Gaba, 
display consultant; Hugh Horner, special 
projects editor, Mademoiselle magazine 
and Jack Macurdy, home furnishings editor, 
Today's Woman. 


Arrow Fastener 
Announces Tacker 

Arrow Fastener Company, Inc., 1 Junius 
street, Brooklyn 12, has announced the new 
“T-50 Gun Tacker” that wedge- 
pointed high gauge carbon steel wire sta- 
ples up to 9/16-inch length. The spring 
action of the gun works on the principle of 
double-leverage for smooth action and 
power It has a patented non-clogging 
mechanism that prevents jamming or clog- 
ging of staples. Further details are available 


shoots 


from the manufacturer on request. 
COMING UP! 
New Year’s January 1 
March of Dimes January 2-31 
National Retail Dry Goods Association 
Convention January 12-15 
National Thrift Week January 17-23 
Presidential Inauguration Day January 20 
National Crochet Week January 24-31 
Youth Week January 25-February 1 
National Fur Care Week Jan. 26-Feb. 2 
Boy Scout Anniversary Week February 6-12 
American Heart Week 
(tentative) 
Lincoln’s Birthday 
National Defense Week 
| St. Valentine’s Day February 14 
| Brotherhood Week February 15-22 
| National Sew and Save Week February 21-28 
Washington’s Birthday February 22 
| National Drama Month March 1-31 
| National 4-H Club Week March 7-15 
| Farm Day March 8 
| National Wild Life Week March 15-21 
| Camp Fire Girls Birthday 
Week 


February 8-14 
February 12 
February 12-22 


March 15-21 


DISPLAY WORLD 





ee ae an ee ee 


i 
i 
a 


if you are tired 

of ordinary show card 
colors that are lifeless 
cov EO ess 


HORSE OF A DIFFERENT COLOR! 


Smart signmen, cardwriters, 

display and poster artists 

are switching to Craftint Show Card 
and Spectrum Colors. 34 wonderful 
ones ... intensely brilliant! They 
cover perfectly and will not crack, 
chip or bleed! Pick Craftint . . . 
and you pick the winner! 


Craftint 


THE CRAFTINT MANUFACTURING CO. 


1615 COLLAMER AVE. © CLEVELAND 10, OHIO 


Leseaeseeeeseannenenaeuaeunnwed 








ANY ARRANGEMENT OF YOUR DISPLAY Quichl,/Ceonomicall,! 
ERDLE perrorareo DISPLAY PANELS 


a) & Now — in just minutes — you can 
create an attractive merchandise 
display for wall, counter, window 

+o * or any point-of-sale location. It’s 
so easy and economical with Erdle 
Perforated Display Board. Accu- 


& & cd rate hole sizes and regular spacings 


permit complete flexibility of ar- 


& @ ae rangement. You can hang small 
| kitchen gadgets, drape wearing 





| i <pparel, secure a shelf or bracket. 

ra an a | Applications are almost unlimited. 
Erdle Display Board receives any 

standard hanging fixtures and, if 


R ) L F D AS id | A  f 3 0 A R ) ee Erdle will supply the 


Hundreds of patterns in stock for your 
\%” and %.4” Tempered Masonite. Smooth Both Sides. selection. Also special design perfora- 
S19” Holes at 1” and 4” Centers. tions are available to suit your require- 
14” Tempered Masonite. Smooth One Side. ments. 
%o” Holes at 1” and 14” Centers. ‘ 


> Moe marian ERDLE PERFORATING CO., INC. 


INFORMATION 
AND QUOTATIONS. 177 YORK STREET ROCHESTER 11, N. Y. 
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A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 





$7TH STREET NEW YORK 22 


| down the rest. 


| secondary: 











Demand the Oldest Name 


in Electric Turntables! 


oto-Sho 


ELECTRIC TURNTABLES 


Your assurance of top perfromance, ROTO 
SHO Electric Turntables are used by mer 
chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor premit load capacity up 
to 200 Ibs. 18" table revolves 3 times a 
minute. Ceiling units and ROTO-WEEL for 
background displays also available 
Build-up fixtures too. 


MODEL 

"712" for 
LIGHTED 
MOTION 


Two-way electric outlet, permits novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 


MODEL "A" 
ROTO - SHO 
Standard for the 
world! The action 
display-way to 
boost your sales 
See your local jobber, or write us for complete 
catalog of ROTO-PRODUCTS! 


GENERAL DIE & STAMPING COMPANY 
Integrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y 
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COORDINATING FASHIONS 
AND FURNISHINGS 


[Continued from page 21] 


Color is coordinated in each 


| window 


as we see it, should be 
should have center 
things as ac- 
come from many 
new and inter- 


“Display props, 
merchandise 
stage. We like inexpensive 
Our 
search for the 
esting. The old, however, fits in; 
find in junk shops, painting them 
at other times using them 
just as we find them. The Portland art 
museum is kind enough to lend occasionally 
work on a limited 
borrowed pieces help us 


cessories props 
sources; we 
some 
items we 
sometimes and 


trom its treasures; we 
budget and these 
keep within it. 
“We work at least three 
the actual setting up of 
regular thing, but when there is 
tie-up as with the House and 


weeks ahead of 
windows as a 
a national 
Garden 


group — we allow one or two months for 
advance preparation. 

“We try constantly to improve our ap- 
proach to the public via display. An exam- 
ple might be windows of the type display 
people don't like very well to do — for a 
sale. We try to give such windows a little 
touch of elegance through using restraint 
in the amount of merchandise shown, and 
dubbing the promotion ‘October Home 
Event’ in both windows and newspaper pub- 
licity gave it added dignity. We _ believe 
that the public doesn’t like over-crowded 
windows any more than the displayman.” 


Woodward's Semin 
Edwyn Spahr 

With the display staff of Woodward & 
Lothrop, Washington, for time, C. 
appointed display 
to be 


some 
Spahr has been 
of the company’s new 


\lexandria, Va. 


Edwyn 
director store 


opened in 


TRADE PERSONALITIES No. 116 cs Pit os._ 
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AND ONE TO 

GROW ON! 
Tuis is SYDOS 30TH ANNIVERSARY 
IN DISPLAY. HE STARTED...WITH NO 


EXPERIENCE ..-A DISPLAY BUSINESS IN 
A “HOLE-IN-THE-WALL” IN MIDTOWN BROADWAY IN 1922 CARTER 


EMBASSY MANNEQUIN MFG. CORP., NEW YORK CITY 


ie 


ZA 


SPENDING A FEW YEARS 
STUDYING ENGINEERING 
AND WORKING AT THE 
DRAFTING BOARD FOLLOWING 
HIS DISCHARGE FROM THE ARMY 
IN WORLD WAR I. 

AFTER MANY YEARS ASA 
DISTRIBUTOR, HE 1S NOW 
ASSOCIATED WITH THE 
MANUFACTURE OF A 
MANNEQUIN LINE, CONCERN- 
ING HIMSELF CHIEFLY WITH 
THE SCULPTURING, DESIGN- 
ING _ AND PROMOTION. 


ES: 
PAINTING, 
GOLF, STAMP 
COLLECTING 
AND DANCING. 
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ZEM GIANT HEART DISPLAYER 


No. 14 Giant double-face heart specially designed to add 
luxury and elegance to the appearance of your Valentine's 
Day displays. Heart is covered with white lustre crepe and 
trimmed in delicate fluffs of white netting interspersed with 
pastel pink cloth roses and lilies of the valley Heart 
shaped base covered with white lustre crepe. Base size 48 


$125.00 


$99.75 


in. by 41 in. Overall size 6 ft. high by 
6 ft. wide. Price 


No. 14-A--Giant Heart Same as above 
but heart only, without base. Price 


ZEM HEART DISPLAYERS 


Colorful double-face dimensional hearts complete with white 
wood shelves for merchandise display. Hearts covered with 
bright red velvet glo and trimmed with fluffy white netting 


$15.65 


No. 16-H on Wood Base (I Left A = 
o. 16 eart on od Base ower Left) $1 7.50 


Complete with red wood base. Size 24 in. Price 
$36.95 


Ne. 15—Heart on Wood Base (Lower Right). Complete 
with red and white wood base. Heart size ld od 
$55.00 


48 in. Overall size 52 in. Price 


No. 17--Hanging Hearts (Top). Size 24 in 
Price, each 


No. 15-A-—Hanging Heart (not shown) 
Size 48 in. Price 
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Colorful Valentine’s Day Hearts 


HALF-ROUND MOULDED LACE AND DREAM PUFF HEARTS 

Lace Valentine’s Day hearts for windows and interiors carefully moulded in bold relief 

and edged with soft. fluffy white Dream Puff. Makes a decoration rich and luxurious 

in appearance yet inexpensively priced for store-wide use. 

No. DD—Medium Lace Heart (Left). Moulded half-round lace heart edged in fluffy 

white Dream Puff and trimmed with your choice of pink, red or purple straw flowers. 

Heart in natural white lace or in your choice of any color. White hearts 5 85 

will be shipped unless otherwise specified. Size 18 in. ea. $6.95. In lots of six, ea. ° 
$7.50 

No. DD—Small Lace Heart (not shown). Lace heart with Dream Puff edg- $4 20 

ing same as above but 12 in. Each $4.95. In lots of six, each ’ 


No. DD—Gold Lace Heart (Right). Moulded half-round gold lace heart edged in 
fluffy white Dream Puff shaded with gold. Size 12 in. Each $4.95. In $4 20 


lots of six, each 
No. DD—Plain Lace Heart (not shown). Moulded half-round lace heart without Dream 
Puff edging. Available in white or your choice of any color. White hearts will be 


shipped unless otherwise specified. Size 12 in. Each $1.95. $20 00 


Per dozen 


No. DD—Large Lace Heart (Center). Lace heart with Dream Puff edging 
same as above but 24 in. Each $8.95. In lots of six, each 


MOULDED WHITE LACE HEARTS RED SATIN HEARTS 


Valentine's Day hearts moulded half-round ¢ white Moulded half-round papier mache hearts padded and 
covered with bright red satin and trimmed with white 
nylon lace netting 


lace and trimmed with bright red nylon lace netting 


No. DD-—Small Lace Heart--Net Trim Size 12 
diam. plus 3 in. net trim. Each $4.95 th Ne. DD Small Satin Heart. Size 12 in. diam. plus 

3 in. lace trim Each {5.50 In lots of te ~ 
six, each ‘ $4.65 
No. DD—Medium Lace Heart Net Trim 8 Ne. DD 
diam. plus 4 in. net trim. Each $6.95 ‘4 


In lots of six, each 
Medium Satin Heart. Size 18 in. diam. plos 


lace trim. Each $7.50. In lots of td or 
$6.2 


In lots of six, each six, each <0 


No. DD Large Lace Heart Net Trim 4 No. DD--Large Satin Heart. Size 24 in. diam. plus 
diam. plus 4 in. net trim. Each $8.95 f 4 in. lace trim. Each $9.50. In lots of g7 95 
In lots of six, each six, each DPieFdD 


For a More Complete Selection of Valentine's Day Displays 


Write for Broadside No. 36-D. 


Garrison-Wagner 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 
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EASILY BUILT UNITS 
FOR THE SMALL STORE 
[Continued from page 35) 


attached to a _ center 
3 plywood, but 
attach to 


ard key-hole strips 
4-inch 


bought to 


panel made out of 
metal uprights can be 
any counter 

Note how the counter column fill (F) can 
be built with a pull-out trash container (T) 
and how perforated hardboard panels at- 
tached to the four sides of the column 
casing can be installed to make installing 
a display an easy task 

Fig. 2. In this plan stock 
inches wide is used along the wall sections, 
4 feet wide is seen, and 


shelving 18 


a clerk aisle 2! 
a row of showcases or counters. The 


then 
then 
clerk must sell from behind the counters or 


cases and the customer must wait until a 
clerk is available. In the self-service plan 
(Fig. 1) wall sections go right to work 


immediately the customer stops to inspect 
and select 
The wall fixtures, clerk 


counters, 


and then a 
up consid- 


aisle 
take 
erable extra floor area compared to the self- 
service plan and note how it takes a 25-foot 
width in which to install the two banks of 
counters (A) against a width of 21 feet 
6 inches in Fig. 1 

of drawing these two plans 
difference at a 


row ol cases Or 


The purpose 


together is to show the 


glance; you will notice that in both cases 
the same aisle widths are maintained 
(S) These are showcases 6 feet long. The 


writer has visited many stores all over the 


country where considerable increased busi- 
ness has been obtained by displaying the 
minimum amount of goods inside cases 
Many lines will always have to be shown 
inside cases but the chain stores have cut 
such handling to a minimum with excellent 
results, sales-wise 


One Hundred Trades To Show 
At British Fair 

Nearly 100 different industries will be 
represented at the British Industries Fair 
scheduled for London and Birmingham, 
England, from April 27 to May 8. Dis- 
plays by 2,500 exhibitors will be arranged 
allied trades in three cen- 
Consumer will be shown at 
and Earls Court in London, and 
industry at the giant exhibition hall 
Bromwich, 


in 30 groups of 
ters goods 
Olympia 
heavy 


at Castle Birmingham 


The engineering section at Castle Brom- 
wich will again occupy the largest space 
The textile and clothing exhibits at Earls 
Court, the main feature at the Fair next 


vear, will be nearly twice as big as in 1952 
countries will 


their 


Twenty-two Commonwealth 


be represented in what promises to be 
most impressive display in recent years 
"Dot" Williams Returns 
After West Coast Visit 

“Dot” Williams, head of D. G. Williams, 
Inc New York City, has returned 
West 


da number 


alter 


7, , 
several weeks spent on the coast 
1 


luring whict im } eit 
during WwW ch time she visi 





Your New York BUYING GUIDE 


Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 





A. Lutz 
3 West I8th St. CH 2-6264 


REED AND RATTAN DISPLAYS 
Display Units, Frames, Screens, Novelties, Fixtures 





Arts & Flowers Displays, Inc. 
43 West 56th St. Cl 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 
MECHANICAL DISPLAYS 


Papier Mache, Industrial Exhibits and Dioramas 





Bois Smith Studios 
228 West 39th St. LA 4-4492 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Metropolitan Mechanical Display Co. 
We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 

MECHANICAL BOOKS 


50 West 22nd St., New York Or-5-1280 





Conafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 
Original Creations for Better Displays 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — "It's a Natural” 





L. J. Charrot Co. 
36 West 27th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


Thomas Pace Co., Inc. 
506 West Broadway GRamercy 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 
Sell to Jobbers Only 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Result Displays, Inc. 
350 West 3 Ist St. LO 4-8440 


PLASTIC TRAYS AND HANGERS 
A quality product priced right 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 


Louis Schneider Corp. 
6 East Second St. OR 4-3723 
ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8488 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


Walter E. Spaeth Displays 
57 West 30th St. MU 3-2749 
NATURAL FOLIAGE DISPLAYS 


Factory — Corona, N. Y. 





Frankel Associates, Inc. 

218 West 47th St. Cl 7-0060 
DISPLAY FABRICS & ACCESSORIES 
127 N. Dearborn St., Chicago; 

424 Book Bldg., Detroit; 819 Santee St., Los Angeles 


‘ Ben Walters, Inc. 

156 Seventh Ave. AL 5-2308 
DIP IT! DRAPE IT! 
SHAPE IT! CAST IT! 


*Trad k of 
seaatis Corn. See it demonstrated 


Celastic Corp 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 








David Hamberger, Inc. 

115 West 3Ist St. E 6-0464 
MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





The World-Famous Fashion Museum 
16 West 77th Street 

CHARLES LEDERMAN, HISTORIAN 
Can Furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 
promotion Ask for 
N. Rk. D. GLA. 


TR 3-9103 


information. Recommended by 








IT's ALWAYS MARKET WEEK | § _ IN NEW YORK! 


- iristmas 
Merny Ch 

and 
Happy _ % Year 


. .. this is our sincere wish to 
our many friends every- 
where, whose patronage and 
kind consideration have 
made it possible for us to 
continue to render the type 
of service that has made our 
business relations so friendly 
and satisfactory. May 1953 
bring you joy, happiness and 
prosperity. 








@ GENERAL DISPLAY CORPORATION 


For the finest in 
Aitdicsal Dabsoye 
Artificial 1 a 
Antificial Plants 
ee Wee 


stores, specialty 
stores. Be sure 


for department 
shops and chain 
to see or call: 


@ GENERAL DISPLAY CORPORATION 
NOILVYUOdUOD AVIdSIG 1VYUINIO e@ 


Manupaclirers. 
Flowers-Foliage 


(Sispcay 





DISPLAY 


CORPORATION 
140 WEST FOURTH ST. 


Cincinnati 2. Ohio 


ci 
HOME OFFICE - FACTORY 





Our salesmen are now on the road with 
our VALENTINE, CRUISE WEAR, SPRING 
AND EASTER lines. Drop us a line — 
we'll be sure our salesmen call on you 


GENERAL DISPLAY CORPORATION 
@ NO!ILVUCduOD AVIdSId 1VYINIO 


® GENERAL DISPLAY CORPORATION 








eS 


LOOKING FOR 
A CAREER 
IN «ee 


“w Classes 
cig Formed 


An Interesting and 
Profitable Profession 
CURRICULUM 
Cloth, Paper and Painted Backgrounds; Man- 
nequin Draping; Papier Mache; Interior Display; 


Smal! Wares; Men's, Women's and Children's 
Wear; Lighting 


FACULTY 
Outstanding leaders in window display Ex- 
perienced, modern, practical 


Courses in Silk Screen Printing and 
Sign Painting Offered 


VETERAN APPROVED 
The Nation's Center for Display Education’ 


NATIONAL DISPLAY INSTITUTE 
617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 





POWER OF COLOR 
IN DISPLAY 


[Continued from page 36) 


veards are used extensively in window 
displays, but often insufficient thought is given 
to the problems of their composition and color 


\ctually the showcard can be a_ potent 


tool in merchandising if it is 


composed in appropriate colors 


visibility and legibility are important 


ts in such cards. Contrasting values of 
jlementary colors should be used in all 
Cases 
\dditional interest can, of course, be created 
h graceful lettering and design. Basicatiy, 
wosing a showcard is similar to composing 
though the showcard should gener 


While it 


with the 


a poste! 


ally have even greater simplicity 


should not be permitted to compete 
merchandise, the showcard should nevertheless 
be the pivot of the display 

We have evidence to show that people re 
member little of what they see. For example, 
a proof of an unpublished advertisement was 
shown to a group that is normally exposed to 
that type of ad and they were asked, “Have 
I'welve to fourteen 
per cent said they had. Yet they could not 
have seen it since it had never appeared in 


you seen this ad before ?” 


public print 

\ few weeks later the 
shown the proof 
Only 


seen the ad 


same persons were 
sheet and were 
12 to 14 per 
before 


same ad 
asked the same question 
cent of those who had 
could say they remembered it. 

The proof sheet dealt with a pharmaceutical 
product and those interviewed were doctors 
Obviously the doctors were not trying to be 
doubt 


their 


answered the 


answers showed 


Chey no 


lisleading 
honestly, but 


questior 


them could not recall the ad 


If doctors can not recollect something they have 


that most of 


seen, the same certainly must be true of other 
groups of men and women 

We have just as much evidence to show that 
people can not predict what they will do in 
the future It 
firm, for 
forecast public response to Life magazine. The 


was reported that a researc! 
example, conducted a survey t 
study showed that Life would not be a success 
| think we all know that there was something 
wrong with that opinion 

Pollsters failed to predict the election results 
of 1948 because people just didn’t know how 
they would vote People could tell the pollster 
would do when 
And what 
think they will do and what they will 


actually do when they ofter 


mly what they thought they 
they walked into the voting booth 
people 
have to act are 
entirely different 

from Time, whicl 
also Digest, 


1950, is as good an example as any illustrating 


rhe following excerpt 


appeared in’ Reader's January 
the unreliability or meaninglessness of polling 


York 


following 


“Sam Gill, research director of a New 
advertising agency, reported the 
results of a public-opinion survey : 
Which of the following 
ments most closely coincides with your opin 
ion of the Metallic Metals Act? ; 

‘Answers: It would be a good move on the 
part of the U.S. (21.4 per cent). It would be 
a good thing but should be left to individual 
states (58.6 per cent). It is all right for 
foreign countries but should not be required 
It is of no value at all 


“Question state- 


here (15.7 per cent) 
(4.3 per cent). 

“The percentages represent the answers of 
70 per cent of the total; 30 per cent had no 
The National Metallic Metals Act 
existed only in the mind of the individual 
who planned the poll!” 

Still another factor that weakens the struc- 


opinion 


ture of marketing research based on polling 
methods is an unwillingness to give the true 


—Space alongside a short flight of stairs is used for shadow-box displays of men's furnishings 
by Lasse Merikukka, of Sokos AB, Helsinki, Finland— 
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information To a pollster’s question, ° Have 
you borrowed money from a_ personal loan 
company?” a poll showed that no one had 
But the loan company’s records revealed that 
all those interviewed had borrowed money 

\nother example is a survey 
magazines people read lo the question, 
‘What mz ines do you read?” a poll indi 
cated that the Atlantic Monthly had six times 
its actual circulation and that the pulp. maga 
zines, printed in the millions, had a negligible 
circulation. Obviously many of those ques 
tioned were unwilling to go on record as 
being “lowbrow” even though they enjoyed 
reading “lowbrow” publications 

Even when the questions are accurately 
answered, we still can not determine what kind 
of ad is the best. We can determine only 
vhich is the best of the ads being 
In other words: If you do research to 
out which of six ads is the best you may 
learn which is the best of the six, but not that 
the best of the six is the best that can be 
created 

We have conclusive evidence that marketing 
research based on conscious reactions is not 
a reliable tool because: (1) people do not have 
the ability to give the right information; (2) 
people are not willing to give the right 
information; (3) only a predetermined num 
ber of units can be tested 

Psychoanalytical findings concerning the 
nature of the unconscious show how naive we 
have been in basing marketing research on the 
assumption that human beings always are able 
and willing to reveal their true feelings, or to 
predict their own behavior 

From psychoanalysis we learn that only a 
small proportion of the individual’s total ex 
percences (or emotional life) is within his 
conscious grasp. Some of an individual's ex 
periences can be recalled by a casual associa 
tion and some by special techniques, but a good 

remains forever beyond the reach of the 

conscious mind 
We generally recognize that we forget muc 
of our past But difficult to accept 


knowledge that these presumably “forgotten” 


experiences are really not forgotten but remain 


in the unconscious where they ce 
exert tremendous power over our 
nscious feelings and intentiot 
overwhelmed by fore 
uncot 
pose rath al he intellectual reason 
processes at generally determines how 
individual behave. If marketing research, 
then, is to predict reliably what people vw 
it must have procedures and techniq 
liscovering unconscious motives, purposes 
needs 
Because a person is not cons¢ 
poster 
that the 
display is 

sous mind Since tl 
unconscious Son n “images” fron mrancy 
it certainly hi 10 difficulty in housing at 
image that is a month or two old. We ha 
no doubt that it is much easier to recall a1 
cent experience than it 1s a childhood experi- 
ence. Often the skill of a trained psye 
analyst is needed to bring forth into conscious 
ness an individual's early childhood experiences 


that lie hidden deep in the unconscious su 
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MACY'S N.Y., “=> INSTALLS 


“sot 4) 





No longer a display man’s dream, 
the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 
objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
ingrill. The Seelingrill permits you to trim heavy yet look light 
and airy .. . and all of this NOT IN 10 HOURS PER WINDOW 
BUT IN 1 HOUR! (Proven by actual time study tests.) 

SPECIFICATIONS: Seelingrill is a spot welded grill of %4” 
square steel, laid out in 6” squares. 3° « 6...... 213 
© ©... GE 
Ceiling Toggles — .50 each 

6 


6 required for 3’ x 6) 
9 required for 4 «x &') 


ORDER TODAY 





460 W. 34th St., New York 1, N.Y. 
BRyant 9-5750 











Friction drive allows display to be 
stopped purposely or accidently 
without damage to gearing or 
motor. Precision built throughout. 
Finest bull bearing. 


Model No. 500 (200-Ib. 
capacity) Complete. . 326" 


Member 


GET IMMEDIATE DELIVERY 


Of These Dependably Performing 


TURN TABLES 


Ruggedly constructed, heat-treated 
steel gearing resists wear indefi- 
nitely under continuous operation. 
Use of spiral gear drive affords 
smooth, effortless transmission of 
power from motor to revolving turn 
table. Reduction gears sealed in 
oil for quietness and efficiency. 


With A.C. 18-watt current consumption 
motor of balanced load capacity of 200 
Ibs.; 12" diameter aluminum enclosure 
and 8 foot heavy duty UL approved cord 
and plug. Shipping weight 15 pounds. 
Speed 3 R.P.M. Overall height 514". 
Electrical contacts for illumination $16.50 
additional. 


Available in 75 and 500 Ib. 
Balanced Load Capacity. 
Prices on request. 


NADI 





ee" ORT R. COMED CO, 7 se, 





810 PENN AVE., PITTSBURGH 22, PA. 











DISPLAY MEN... 


crescent \ \ 


\. BOARDS 


fo) @ ku 


ANNIVERSARY 


1902-1952 


cess board . . 
finish board. 


For Strength, For Durability 


work is 


FUN 


Crescent 


Superior display blanks... 
art poster board .. . pro- 


veneer 


Insist on CRESCENT! 


| advertised products 


people normally recall recent experiences that 
have meaning to them. 

When a person is asked to recall an ad or 
display he is asked to be conscious of it. But 
because he is not conscious of it does not 
mean that the ad or display did not have 
its effect on him. 
and powerfully affected by the ad or display 
yet be completely unaware of it. 

\lso a person may not see any reason, or 
he may have no incentive, for making a 
special effort to answer the question factually 


He may have been strongly 


An individual may want to be polite to the 
extent of saying yes or no, but he may not 
forth 
conscious images through a process of associa 


have the necessary incentive to call 
tion 

We need no research in order to learn that 
the average housewife does not go to the store 
to buy package designs. Consciously she buys 
meat, cheese, fish or fruit; only unconsciously 
does she buy the container The average 
housewife will not agree with you if you tell 
her that she bought a product because of the 
colors on the package 

However, when the same bar of soap was 
placed in a store on the same shelf but in two 
different wrappers, one wrapper outsold the 
other by 160 per cent. I told 32 women that 
they bought the soap because of the wrapper 
Some of them responded with unfriendly looks 
and others denied it. Some even disdained 
to answer the accusation. 

When 210 persons were asked whether they 
bought magazines for the articles, the fiction 
94 said fiction, 
However, in spite of the 


or the ads, 112 said articles; 
and 4 said ads 
common opinion that people are not interested 
in ads, facts proved otherwise. During the 
War a magazine was offered a group of 
soldiers in two types of editions, the regular 
issue and a special overseas edition from which 
the ads were eliminated. Out of 300 men only 
2 wanted the overseas edition without the ads 

In other words, people are not aware that 
ads have much psychological and social signifi- 
cance to them. Consciously many people buy 
magazines for the fiction and articles, uncon- 
sciously they buy certain magazines because 
of the ads. It is evident that to ask people 
whether they value the ads is meaningless and 
wasted effort. 

Another study showed that individuals who 
claimed that they were not influenced by ad- 
unconsciously bought only widely 
Their conscious minds 
unconscious 


vertising 


rejected advertising but their 
behavior was influenced by it. 

\ number of experiments demonstrated how 
images emerged from the unconscious through 
an associative process, but that a mere question 
did not provide the appropriate association 
factor or incentive. 

The following is one such experiment that 
was made with 40 club women of a middle 
class economic group. They were asked to 
walk through a room and then write down 
what they had seen. After they had done so 
they were conducted back to the room where 


| everything remained exactly as before except 


| colored sheets of paper. 


that a pair of scissors had been removed from 
the table. 

They were asked to cut out images from 
Scissors were needed 
to do the job. Twenty-four of them now 
said that they were sure they had seen scissors 
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the first time they were in the room. Yet 
only three originally listed scissors as one of 
the items they had seen. 

This meant that 21 of 24 persons could 
bring forth the image of scissors when they 
actually needed the scissors for performing a 
task, whereas, in reply to the question, “What 
did you see in the room?” they did not list 
the scissors 

An expressed attitude may or may not be 
action motivating. I may declare a friendly 
attitude toward tea, for example, and yet not 
want to buy tea at all. My friendly attitude, 
or rather my lack of unfriendly attitude toward 
tea, may be solely due to the fact that I do 
not believe tea to be polsonous When I go 
to the store | buy coffee. Consumers often 
express a friendly attitude toward a certain 
brand of coffee and yet, at the store, they 
buy other brands of coffee 

You may have a friendly attitude toward 
a billboard. That does not necessarily mean 
that you will be attracted by this billboard 
or that it will influence you to buy the product 
to which the billboard directs you. 

The following study shows that expressed 
attitudes are not necessarily action-motivating. 
A group of about 70 business and professional 
men were shown a number of signs designed 
for an oil company, together with signs of 
three other oil companies. They were asked 
which of the signs they liked best. One of 
the old signs received 46 votes. An investiga- 
tion later showed that of the 46 men, 21 did 
not buy any one particular oil or gas and of 
the remaining 25 only 4 men used the gas 
sold by the company whose sign they admired 

This investigation demonstrated that just 
because the men liked the sign did not mean 
that they bought the oil. The sign did not 
convince them that the oil it advertised was 
good or economical. They merely liked the 
sign itself as a work of art, independent of 
the purpose of the sign. 

Another excellent demonstration of the 
difference between what people say. and 
what they do or want is a test conducted 
with head scarves, popularly known as 
babushkas, in six distinctly different de- 


signs and color schemes. Eighty-five club | 


women were asked “Which of the six ker- 
chiefs is in your opinion the most beau- 
tiful?” Sixty-six chose No. 6. Then a 
product-identifying contest was conducted 
with the same group of women and the ker- 
chiefs were offered as prizes. Out of the 
66 women, only 9 wanted No. 6 design — 
for which they had voted only about one 
hour before. Obviously what the women 
said was the most beautiful and what ‘they 
actually wanted differed greatly. 

It is not difficult to see that when the 
women were asked for an opinion of the 
scarves, they did not associate the scarves 
as part of their wardrobes but merely as 
abstract entities, as mere designs. When 
the scarves were offered as prizes and 
brought about a possibility of possession of 
the article, the scarf was looked at by each 
woman in relation to her wardrobe and her 
complexion. The first expressed attitude 
was not action-motivating on the part of 
the 57 women out of the 66. Only when 
choice had real personal meaning to them 
did the club women express a true choice. 

[Continued on page 66] 
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..... Your Thoughts Turn To 


Off-the-Shelf 
for Immediate Delivery! 


$3600— 

“AH SPRING” CLOWN UNIT 
Tri-dimensional, in homosote and wood construc- 
tion. Trimmed with forsythia and assorted spring 


flowers; chartreuse and cerise. Overall Size: 6 ft. 
List Price $21.75 


Two of the many new and ex- 

7 , clusive display creations fea- 

$3595 — PIANO tured in SELECT’S new 1953 
KEY NOTE DISPLAYER Spring Line! Outstanding 


Wood constructed base, two- ; merchandising units and 
tone shaded, in turquoise, gold ais amazing values as only 
and black accents; assorted SELECT can offer you. One 
flowers. Overall Size: 6 ft. Dependable Source for ALL 


List Price $23.75 Your Display Requirements! 


pee! 


New 1953 


Spring Catalog 


Send for Your Copy Today! 








Place Your Order NOW Through Your 
Local Distributor or Write For Information! 


Select Flower & Display Co., Inc. Dept. DW-12 
220 Wythe Avenue, Brooklyn 11, N. Y. | 
(€ Send Name of Nearest Distributor 

(CD Send FREE Copy of 1953 Spring Catalog 


Name Title | 
Firm. sian j 
Address | 


220 Wythe Ave., Brooklyn 11, N. Y. * Phone: EVergreen 7-7800 [eiay soate Zone......State 
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You Need 


New 3rd dimensional-type 
Barron molded styrene plastic 
letters and numerals combine 
high readability and colorful 
sales appeal. Quickly and easily 
affixed to Plexiglas, Lucite, 
glass, metal, wood or cardboard. 
5 sizes—7 colors! For complete 
details, write today for FREE 
illustrated booklet No. 236-K 
and samples 


a 


STYRENE LETTERS 


a it with 


Soe ee 


J. E. BARRON & ASSOCIATES 


\ 110 Power Bidg e Cincinnati 2 











HIGHLY DECORATED 
STYROFOAM 


HEARTS — TABLE FAVORS 
WINDOW DECORATIONS 


WALL 
CUTOUTS 
EGGS 
DUCKS 
CHICKS 
BUNNIES 
TABLE 
PIECES 


On Display 200 Fifth Avenue, 
Room 1260—Dec. Ist. 


Nesbit Industries, Inc. 
1823 Milwaukee Ave., Chicago 
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EDITOR'S COMMENT 
(Continued from page 16) 


conclusion that forming a display club is the 
easiest part of the job; the big trick is keep- 
ing it functioning after the initial enthusiasm 
wears off. The only way to do so is by keeping 
the meetings interesting and stimulating. For 
that reason the most important position to fill 
is not the presidency or any other office; it is 
the chairmanship of the program committee. A 
good program chairman can make a display club and 
a poor one can break it.... 


Occasionally someone asks, "What country in 
Europe does the best display job?" Any reason- 
ably correct answer has to be a relative one for 
several reasons. Conditions vary so much in the 
different countries, national and racial back- 
grounds are so different, the approach to mer- 
chandising in general varies so much that a 
really valid basis for comparison is lacking. 

But looking at the picture from the broadest 
possible viewpoint we would rate European display 
in the following order of excellence: Switzer- 
land in No. 1 position, followed by the Scandi- 
navian countries grouped for the sake of con- 
venience, and then the Allied section of Germany. 
England, which does some of the finest exhibit 
display in the world but hasn't entirely struck 
its stride in store windows and interiors, would 
be rated next, followed by Holland. Then would 
come France, where the best display is found in 
the small shops and boutiques, followed by Italy 
and then by Spain.... 


Earlier in this column we spoke of the 
interest now shown in display by many univer- 
sities. Even as that paragraph was being written 
we received a phone call from John Bowman, man- 
aging director of the National Association of 
Display Industries, to say that the NADI has 
completed arrangements with the University of 
Houston, Drake university, University of Michigan, 

Washington university, and the University of 
Indiana for display clinics to be held under the 
joint sponsorship of the association and the 
schools in 1955.0. 


This is the last issue of the magazine for 
the year that is so near its close -- and a fine 
opportunity for us to wish all of you the best 
possible Christmas and a happy, prosperous 
New Year... 


Cordially yours, 


ee ee 


DISPLAY WO RES 





, , 
Sun $cr0en 
This beautiful modern Sun Screen is but 
one of our many newly designed units for spring 
. classic wood frame in white with removable 
wire decorations . . . bas relief papier-mache 
suns in burnished gold .. . size 96" high . . . each panel 
24" wide . .. double acting hinges . ... our 
salesman will call on you shortly . . . wait for him. 


| DOERR ae 


DISPLAY DESIGNERS AND MANUFACTURERS 








Portsmouth, Ohio 








Help Yourself to 
Greater Profits with 


Shamans SPRING AND 


SUMMER DISPLAY GUIDE 
Colorful. Crammed with New Ideas. Sure 
Sales-Boosters for Spring and Summer. 





SHERMAN PAPER PRODUCTS CORP. D-12 § 
156 Oak Street, 


Newt b " 
WRITE ewton Upper Falls 64, Mass 


Gentlemen 


FOR YOUR 
FREE cuie 


NOW! 


Please rush me my FREE copy of your new Spring and 
Summer Display Guide for ‘53. 


NAME 
ADDRESS 


PAPER PRODUCTS CORPORATION 


NEWTON UPPER FALLS 64, MASS. 
CHICAGO LOS ANGELES NEW YORK 


Feseaeees es eseee 
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TACK UP YOUR 
HOLIDAY DISPLAYS 


atthe ee 


Saves TIME — STEPS — MATERIALS 


IN tacking up backgrounds, covering for floors and 


shelves, etc. for your HOLIDAY DISPLAYS, you can save | 


HOW DISPLAY FUNCTIONS 
AT "THE DENVER" 
[Continued from page 25] 


Denver Dry Goods Company is known to 
the city’s residents simply as “The Denver” 

“Where Denver Shops with Confidence.” 
The store runs a full block on California 
street and half a block on 16th street, which 
is Denver's downtown shopping section. 

Publicity Director Max Kerr is most 
community-conscious, holding many fashion 
shows in the various clubhouses throughout 
the city. This means that anywhere from 
two to five of the display staff travel fre- 
quently to the club where the show is being 
held. 

The Denver’s tearoom on the fifth floor 


! covers mammoth floor space and accommo 


dates all in-store fashion shows, which re- 
quire the services of only one or two of the 
staff to adjust props and lights prior to the 
opening of the in-store show; then they go 
about their duties elsewhere in the store 


| while the actual show is going on, return- 


time, steps, materials — install your displays quicker —— | 


make them more attractive, effective — with HANSEN! 


HANSEN VEST-KIT Stops Backtracking 


Holds 1,000 staples per Kit — 5 Kits per box of 5,000 
staples. Keeps staples handy, ready for 
instant, continual use. Speeds up display REQUEST 


and sign tacking. BOOKLET 


A [ i ANSEN M FG C0 5041 RAVENSWOOD AVE. 
“ 2 CHICAGO 40 ILLINOIS 








The number ONE buy 


FOR ALL your displays 


There’s practically nothing you can’t do with Tekwood®... 
it’s so versatile! 

You can form it...even around small radii. You can cut it to any 
shape or dimension. You can emboss it, paint it, print it, 
lithograph it... all without any preliminary finishing. Scored and 
partially cut, it’s also self-hinging. 

Tekwood is light, yet strong and durable. It won’t shatter, splinter 
or peel. And because it’s a wood-and-paper sandwich...a sturdy 
hardwood core faced with Cylinder Kraft Paper...it has a 
remarkably high strength-to-weight ratio. 

Another point...on orders of 10,000 square feet or more, exact 
color match can be made to meet any requirement. 

All this in one display material ...and low in cost, too? Yes! 

Get full details. Write today! 


Genuine Tekwood is made only by 


UNITED STATES PLYWOOD CORPORATION 


Largest Plywood Organization in the World 

55 West 44th Street, New York 36, N. Y. 

Manufacturers of Weldwood® Plywood 

Tekwood is a patented product—U.S .Pat. No. 1997344. Trade-mark registered. 











~ “eh i ‘ * F USE THE 
al Melitta lit it ttt) . 
= ——— Opportunity Exchange 
Sams ( SEND FOR 06 
an RE; CAIN For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 


WOLD AIR BRUSH “*° USED DISPLAY EQUIPMENT FOR SALE 


2173 N CALIFOQNIA AVE. CHICAGO 47. ILL. $4.00 Per Column Inch— CASH WITH ORDER 
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ing later to dismantle. 
Mr. Sutley’s entire display experience has 
been garnered at The Denver, it being his 


| one and only job. He joined the staff 


| there in 1937. He served under two display 





| directors—Mrs. Dace Killingsworth, now 


retired, and Margaret Selby, recently de- 
ceased. He claims these two tutors, plus 
the bible of the department — DISPLAY 
WORLD — have taught him all he knows 
about display plus trips to New York City, 
Chicago and other large cities to check on 
display sources and displays. 

The Denver is adding floor area in a 
suburban store out near the Denver Country 
Club; this will be ready in 1953 but thus far 
Mr. Sutley has received no definite instruc- 
tions as to whether a separate display de- 


| partment will be required for that branch, 


or whether his staff will handle the displays 
at the suburban store. 

Modern escalators in the main store run 
from the street floor to the fourth, with 


| every available inch of space surrounding 


them on each floor devoted to strong sell- 
ing displays. Six new self-leveling eleva- 
tors take the buying public to the top floor 
There is heavy traffic to the fifth floor since 


| The Denver's tearoom there is a popular 
meeting place for club and social luncheons 


Elevator cards both inside the car and at 
each floor stress the advertised items for the 
day or week, coordinating all advertising 
and promotional effort throughout the store 

When queried about other promotions 


| during the selling year, aside from the 


spring “Flower-Fragrance” promotion, Pub- 
licity Director Kerr mentioned that they ran 
a “Miracle Fabric” promotion recently 
which proved very profitable for all con- 
cerned All windows were used by the 
various departments participating, such as 
fashions, children’s wear, home furnishings, 
fabrics, etc., with interior displays tying 
up the theme at the point of purchase in 


| each department. 


Another outstanding promotion run by 


| The Denver each year is the cruise wear 


| promotion, aside from the store’s regular 
| back-to-college, spring fashions, fall fash- 
| ions, and such regularly-scheduled seasonal 


promotions. 


DISPLAY WORLD 





CHECKING DISPLAYS 
FOR SELLING POWER 


[Continued from page 27] 


item was on sale at a special price?” The 
buying public will tell frankly what medium 
and this is 
merchandise 


them into the store 
information for the 


manager, buyer and the display department 


brought 
valuable 


Interior signs, elevator and escalator signs 
bring in their per 
centage of why Mr. Pons 
has found that it is wise to take just one 
medium with no support whatever to learn 
and to prove 
doing for the 


and counter signs all 


sales, which is 


actual results are 


department ts 


what the 
what his 
stimulation of sales for the entire 

With the weekly meetings of the depart 
merchandise manager and 


store 


ment heads, 


fashion coordinator to discuss the fashion 
shows, special orders that each department 
and the follow through 
with the 


Pons can 


wishes to feature, 
of the usual procedure 
partmental forms, Mr 
control his department and get a good idea 
forth 
buyer 


interde 
better 


required of it for 

Naturally 
attention 
boost his or 


of what is to he 
coming 


wants 


activities each 
space, extra 
promotion material to 
However, each knows that every 
worked out on the window 
and that the 
formulated before 


special 
sales 
her sales 
thing must be 
chart in the 
proper layout 
the department has a 


final analysis 
must be 


definite assignment 


This is the work of the display director and 


together with the newspaper advertisements, 
and T\ must tie-in 


for « omple te 


promotions all 
and 


radio 
harmony superior sales 
production 

Mr. Pons is very pleased with the results 
of his checking and plans to make 


spot tests from time to time to verify the 


sales 


power of display and its value to a specific 
department. He feels that the most recent 
check with the ladies’ ready-to-wear on the 
$25.95 dress was most gratifying and was 
reassuring to him that his 
bringing results. These periodic checks and 
the statistics kept by the department mean 
a great deal to the display director person 
ally, as well as to the store. 


Special Valentine Day Kit 
Prepared By Select 


Day kit 
Display 


A new and unusual Valentine 
featuring “A Hundred and 


Ideas” has been prepared by Select Flower 


One 


& Display Company, Inc., 220 Wythe avenue, | 


advertising and 


Brooklyn 11 Sol Abbot, 


sales promotion director of the company, 
states that “these adaptable display kits are 
window settings 


firm 1s 


invaluable for decorative 
and departmental displays.” The 


also showing a number of display ideas 
for Valentine promotions in a special broad 
side. 


Additional Responsibility 
For Marc Bieler 
Supervision of the fashion and publicity 


divisions, as well as the chairmanship of 
the store’s sales promotion committee, have 
been added to the duties of Mare Bieler, 
display director of Bonwit 


Philadelphia 
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and | 


call 

or write us 

for the new 
illustrated 

lob axeres eho bal—) 

on the 1953 
Fashion Academy 
Gold Medal 
Award 


tsbeRe-@bers 


by 


ral 


ART R. COHEN COMPANY 


810 PENN AVENUE 


PITTSBURGH, PENNSYLVANIA 
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YOU CAN MASTER DISPLAY SPACE, 
TIME and DESIGN 


with 


DECA-POLES (Pat. Pending) 
In the NEW Fibreboard Module Deca-pole 
In the Unmatched Steel Deca-pole 


MODU-AIRES 


Interchangeable frames, panels, shelves and legs! 


SELF-PAK EXHIBITS 


In Special Designs just for Your Needs. 

No Storage problem, No time-consuming unpacking 

The Ideal Exhibit. 

Lithographed Displays . . . Individual Displays . . . Exhibits 
Itinerant Units ... Motion Displays ... Point of Purchase Units 


and re-packing. 


all products of 


ADVERTISERS DISPLAYS & EXHIBITS INC. 


Central 3170 


2028-32 Washingion Ave. 


St. Louis 3, Mo. 











Teller & Co. 
| 





DEKADHESE 


“The cement that grips before it sets” 


THE DECKER CORPORATION 
P. O. Sox 1605, Wilmington, Delaware 





Genuine Glossy Sales Photos In Quantity 


8°x10" BYgc ea 11x14” 2% ea. (double weight) 

Also post cards, 5 x 7 and large blow-ups. Duplicated 
from your original photograph or negative to supply you 
with quantity photo prints of extremely fine quality at low 


Fast guaranteed service. Free samples & price list. 


FOTO-CRAFT STUDIOS 


P. O. Bex 9099 Bridgeport 1, Conn 


prices 


Dept. D 
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New EXg NADI News 
GIMBALITE By JOHN F. BOWMAN 


Managing Director, National Association of Display Industries 


Display S. 
pot I KNOW that every member of the Na would like to change positions. Let the 


NEVER TOO HOT TO HANDLE! tional Association of Display Industries NADI office know what you want and yor 


‘joins me in extending the very best will be advised of available personnel o1 
wishes for a Merry Christmas and a Happy jobs 
New Year to all our friends It would Smaller Retailer Clinics: Latest addition 
be a great pleasure if those wishes could to the schedule for this activity is the 
expressed in person. Since that is not University of Michigan Plans call for a 
possible I hope each of you will ac two-day session at Ann Arbor; the dates 
pt our very real thanks for working witl will be July 15 and 16. The event will be 
us and being so helptul and cooperative 1 sponsored by the university in cooperation 
this past year. We appreciate your friend with the Michigan Retailers Association 
ip and your loyalty We want you to Personnel for the event will probably be 
ww our entire aim for 1953 will again) drawn from the Detroit, Lansing and Ann 
to serve you to the utmost of our ability Arbor areas but the NADI will make every 
December 1952 Market Week: Little effort to have representatives on the staff 
further to report on this activity since irom all parts of the state 
is is written well in advance of the open Planning for a clinic in St. Louis for 
We are looking forward to seeing all January, 1953 was dropped when suitable 
ou at the Hotel New Yorker Final dates could not be worked out with the 
luling of space finds almost all sample American Retailers Association Instead, 


for WINDOW DISPLAY, rooms on the fifth, sixth and seventh floors of | the event has been deferred to the August 
he hotel assigned to NADI members. With Market Week sponsored by the ARA. Wash 


EXHIBITS CASES, eTc. exhibits at the Hotel New Yorker and ington university has expressed willingness 
U. S. Pat D1234595 some 35 or 40 additional exhibits in local to cooperate in this project and will handle 
k showrooms this will be as large part of the publicity and programming 1n 


See Distributor — Write Us 


any December Market Week conjunction with the St Louis Display 


Alexander-Tagg Industries enpellarehnablassadhln Sema 


—_—— INC you will know whether the Further clinics are still in the tentative 


DEPT. AB, HATBORO, PA. 


he time Guild 





event was as good as we think it will be stage Drake university of Des Moines is 
Jobs-and People: This is still a growing considering dates in late spring immediately 
it in NADI activity During the past aiter the Faster season If adequate fa 


s there have been additional requests — cilities in the San Francisco area are avail 
| 








men, designers, sales personnel, able the program will probably be sponsored 


Wishing you a jobber outlets nd plenty of people who in that area by San Jose State college 


erry 


a 
(7 or 


anda 


a PPY 


We have enjoyed serving your 
display needs during the past year 
and your cooperation and patron- 
age are greatly appreciated 

With the approach of the new 
year we pledge that we will con- 
tinue to supply your every need with ; +} 
the newest and finest in display rrr a 
materials. 


DAVID HAMBERGER, Inc. —Orville Newell, display director of the new Fedway store in Wichita Falls, Texas, believes in using 


Display Decorations settings and props indigenous to that region wherever possible. In this display the plain background 
. creates a feeling of wide open spaces, heightened by the use of amber fluorescent lights in the rear 
115 W. 31st St, New York City | of the display. In the foreground the fence posts are real — probably 50 years old —and the 
actual barbed-wire is old and rusty— 
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Every university and college that has been 
than 
developed in 


contacted has been more willing to 
cooperate in the 
the pilot job done at the ( 
last May Main difficulty 
to fit schedules already set up for the present 


Seems that the most acceptable 


program as 
niversity ot 


Illinois has been 


school vear 


times are in the summer months when 


such as auditoriums, sleeping at 


facilities 
commodations, ete., are more available 
Business Past and Future: Fro 

received in this office 
1952 


ports 
that 
industry 


was a good year 

Most 

1951 figures 
} 


experienced 


display 
houses have equalled or 
even with the slow 
July and August 


accurate ort ol 


exceede d 
down during 


Where 


display 


available the 


suppliers show most interest 


material lower 
1951 
decorative, novelty 

had little 
here but may be 


was im prices 


than in This was pi ly truc 


and 


effect on the 


in the accessory 
fields 


overall 


Imports 
picture expected 
953. Fixtures 
about No 
this field 


decline was 


to exert a larger influence in 


dropped slightly sales-wise after 
mManutacturers ot 
unhappy; the 
they that 
build rapidly during December and January 

A look at 1953 this 


confirm — the expressed in 


vember 1 but 
were not too 
and sales will 


seasonal expect 


trom othce seems to 


optimism these 


pages last month. October retail sales were 
accumulated 
retail 
figures 
held 
that 
earlier 


slowly building up and losses 
during the first ten 
field were being cut 


for November 


months in the 
Fede ral Reserve 
show that retail 
1951 but pointed out 
date 
Result was that the 


sales 
about with 
the Thanksgiving 
in 1951 
the shorter 
for 1952 would 
for the weekly 


even 


was a week 


expectation tor 
] 


period of Christmas shopping 


show a tremendous increase 


percentages and probably 


supply enough of an increase to beat overall 
1951 figures 


And 


volume to 


retailers in general expe 
continu 
For 


sales for the 


strong 


first half of 1953 1952 one report indi 


holiday season may 
h as 12 per cent 1 of 1951 
d= sales there 
ore promotiotr 
belong 
with a good 


of those promotion dollars 
to dis 


line at a 


play The display house 


lair price using agressive lling 


techniques will find 1953 a good year—per 
haps one of the best if final lifting of con 
trols is effected early in the year 
Regardless of any action on controls there 
will not be 
display 
boosts will come 
make up 
substantially the 


for two or three years and where these items 


increase in the price ot 
1953 About the 
increases are neces 
that 
price 


much 
items in only 
where 
items 


sary to losses or on 


have been same in 


have not paid their way for the producers 
Competition will hold any sizeable increases 
to a minimum too 
display merchandise on the market 
for anyone to play around with price changes 


good 
today 


There is much 


except where necessary. 

Membership: The NADI is 
welcome Met-Wood Display Craft of Tren 
ton, N :e to the list of This 
firm’s application for membership in the 
association was approved by the 
directors and it will 


December Market Week 


happy to 
members 
board of 


participate in the 
Also on file and 


DECEMBER, 1952 


NADI 
application for membership from the | 
Mig. ( 


firm 


being processed by the office is 


Chicago. Dat 
action 


Goodman ompany ot 


ILLUMINATE 


YOUR DISPLAYS 
Letter Writing Week Contest with 


Results Made Known ao NOEL FLOWER-LITES 


winning wit 
1952 National 


Letter Writing 
] } 


iave been made knovy 


on this will be presented for 
meeting on 


Hotel New Yorker 


this one with another Merry 


board of directors at the 
] 


ver 12 at the 


prizes tor 


sponsor, Paper Stationery 


Assoc 
City 


$27 


atior Jos 


Fifth aver 
Identical awards wert 
in five separate classifications of 

third prizes 
plus a total of five honoral 


dollars went 


outlets, with first, second and 


nm cact rie 


group 


mentions. In all a thousand 


to the winners. There was a special award 


e designer of the window judged “most 


artistic.” 


The judges, whose names were not an 


nounced, awarded the prizes as tollows 


“A” department stores: First, $100 
Okla.; second $50, Ge 
Innes Wichita; third, 


Leggett Company, Durham, N. ( 


Group 
Newman's, Enid, 
Company, $25 


First, Schwabacher 
Mis 
Company 


K. Gill 


Group “B”, stationers 


Frey Company, San Francisco; second, 
Printing & Stationery 
Cape Girardeau, Mo.; third, The J 


Portland, Ore 


sourian 


Company, 
I. J 


second, 


chain stores 
Los Angeles; 
New York City 


Company, Store No 


Group “C”, variety 
Newberry Company, 
S. H. Kress & Co., 


W. Woolworth 


third 


McCool's 
Mel 


drug stores First, 
opin, Mo second 


tore state Co 


NOEL FLOWER-LITES combine the 
natural beauty of flowers with the 
dynamic attraction of lights. 


giit shops 


Miniature steady or blinking bulbs 
built inside the flowers create a soft 
glow which dramatizes the life-like 
coloring and texture of flowers, 
sprays, vines or any special floral 
arrangements. 


mentions went to S 


F. W. Woolwort! 
30, Denver; Walker 
Maison Blanche, 
eans, and E. Cox & Co, 
The special award of $50 went 
Marion Canfield, H. Liebes & Co Noel Flower-Lites are as dramatic as 
a stage setting. They can convey 
the story of a gala festive occasion 
or can be used for outdoor scenes to 
create an impression of strong sun- 
shine. They enhance the appearance 
of any display in every season. 


Lewyt Precedent-Setting Ad 
Is Also Window Streamer 

lo help its dealers cash jn on last-1 
Christmas Lewyt Corporatio 
Daily 
17th, 
torn ou 


shoppers, 
Retailing 
December 
to be 


Brooklyn, is 
full 
halt of 


running mm 
unique page ad on 
Flowers complete with wiring and 
bulbs. Operate on 120 volt AC or 


DC without transformer. 


lower which is 


used as a window streamer the last week 
before Christmas Phe 
“Stuck? Give her a 
The other hali 


how to 


window-streamer 


section reads Lewyt 


Vacuum 
ad tells 


streamer 


Write for complete information 


4 NOEL + 


MANUFACTURING COMPANY 
1675 J Third Avenue New York 28, N. Y. 


Manufacturers of Noel Blinker*Lites, 
Spark-Lites, Glo-Lites, Twinkle-Lites 


Cleaner.” 


Lewyt dealers 


Don Smith, Lewyt’s advertising manager, 


said the ad was designed so dealers could 


cash in on two facts: “First, one out of 
Lewyts is bought as a gift and second, 


last-minute Christmas 


tour 


men are notorious 


shoppers.” 











variety of 
The largest electric 
turn-tables 
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apes awtad 
oisrs 











this is the 
display man 
who has 
heard about 


Moaharam’s 


Big, New 


Spring Line 


NEW YORK: 
130 West 46th Street , — 
CHICAGO: “The House of Service” 
115 So. Wabash (Wurlitzer Bidg.) 
ST. LOUIS: 
Century Bldg., 313 N. 9th St 
LOS ANGELES 
1113 So. Los Angeles St 








NEW YORK STREET SCENES 
[Continued from page 40] 


6 feet wide, weighing 4,200 pounds), was 
popularly known as “Big Six.” 

In addition to the engine, the firehouse 
contains three life-size figures of firemen, 
actual furniture and equipment used by 
firemen of the day. 

\ short distance away from the firehouse 
in “New York Street Scenes 1852” stands 
a building made of yellow Dutch brick laid 
with a Flemish bond, which bears the sign, 
“Higgins Barber Shop,” while lettered on 
the window is the announcement: “I also 
perform cupping and bleeding.” Outside 
the shop is the familiar red and white 
striped barber pole, symbolic of the fact that 
then the barber was also a surgeon. 

Besides his surgical instruments, the 
barber had curious dental tools among his 
equipment, as well as the regular barber 
gear such as straight-edged razors and a 
collection of porcelain decorated bottles 
labeled in the fancy script characteristic 
of the time. Lining the shelves along the 
back wall of the shop are a variety of fancy 
porcelain shaving mugs. In the center of 
the shop the figure of the barber is shaving 
a customer seated in a wooden barber chair, 
made of Honduras mahogany with swan- 
carved arms. 

The other exhibits are handled along the 
same general lines 


HERE AND THERE 


[Continued from page 44] 


of lighting fixtures, draperies or flats at 
any given point. These rods also make 
possible fast window changes. 

The initial window display included an 
interesting grouping of suspended “Bubble 
Lamps,” a platform bench holding an ar- 
rangement of accessories, an island of floor 
lamps, and the modern fireplace. 

Sachs’ new lamp and accessories shop is 
virtually a market in miniature, providing 
as complete a range of modern selections 
as the consumer is likely to find under one 
roof. Eugene Tarnawa, of Alfred Auerbach 
Associates, Inc., designed the shop with the 
idea of creating a setting that was har- 
monious in simplicity and lightness with 
current trends in lamp design. The in- 
auguration of the new shop follows Sachs’ 
“Shop for Young Moderns” as another step 
in a program to meet growing consume! 
demand for high calibre design in home 
furnishings. Impressed by the eminent suc- 
cess of the Young Moderns idea in furniture, 
Sachs anticipates that its new shop will 
stimulate an equally enthusiastic response 
for modern lamps and accessories 


W. T. Grant Appoints 
Mervin R. Bossler 

Direction of display for the W. T. Grant 
Company chain, with headquarters in New 
York City, has been placed in the hands 
of Mervin R. Bossler. He has been with 
Grant’s in various capacities for a number 


of years 
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Featherweight Dream Puff Creations by Zem 
for Eastertime Enchantment 


Giant 6 ft. snowy-white rabbits . . . appealing, life-size bunnies . . 
clever, realistic chicks . . . colorful, fluffy Easter eggs . .. giant 7 ft. white 
swans. Original, breath-taking Dream Puff creations . . . to enhance 


to beautify ... to sell... your finest seasonal merchandise. 


Light-as-a-feather, snowy-white, flameproof Dream Puff displays of radiant 
spun glass provide smart, elegant settings for window and interior 
displays and add an air of distinctiveness and sophistication to high-fashion 


merchandise displayed with them. 


Units are made in your choice of white, red, pastel blue, pink, yellow or 
green Dream Puff set on a sturdy wire form. Arms and legs of the 

rabbits are made to adjust to any position to suit your needs. White swan, 
ideal for your white goods promotions, is available in 31% ft. and 7 ft. sizes, 


in single and double face. 


Genuine Zem displays . .. your guarantee of creative originality . . . 
distinctive design . . . quality craftsmanship are exclusively yours in your 
city to build smart, distinctive settings that compliment your fine quality 
merchandise. All Dream Puff Units are sold only on an exclusive basis 


in each city. Nevertheless, original Zem digplays are very reasonable. 


Present your Easter story in an elegant Dream Puff Setting. See your G-W 


salesman when he calls. Or write for full information and prices today. 


Sold Exclusively by 


—Garrison-Wagner Company 


2018 WASHINGTON AVE. ST. LOUIS 3, MISSOURI 
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’ PLASTIC DISPLAY 
( SENSATIONS of 1953 
) by 


PLASTIC 
ENGINEERING CO. 


1953 


brand new creations in our 
line of outstanding displays, 


JOBBERS 


For 





— 


) During “Market Week” 
make it a MUST to visit 





) our Factory Showrooms! 
PLASTIC 


| THAL ENGINEERING CO. 


) 155 Chambers St., New York 7, N. Y. 
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Exclusive Preview Showing of many ‘ 
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Don't Paint — Paraflex 


PARAFLEX glass mirrors cover any 
surface, no matter what the size or 
shape. Send for an estimate or send 
your original sample. We will cover 
it for a very nominal charge. Samples 
at all times are your exclusive property. 


Write today for information 


PARALLEL MFG. CORP., Dept. H 
34 Beekman St., N. Y. 38, N. Y. 
CO 7-4332 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$4.00 Per Column Inch—CASH WITH ORDER 
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WINDOW LIGHTING 
FOR EFFECTIVENESS 
[Continued from page 33] 


tising. Surveys have shown in some stores 
that it $1.00 to $1.50 
thousand shoppers stopping to look at dis- 


played win- 


costs between 


per 
merchandise. Moreover, show 
additional value of display 
at the 


dows have the 
ing goods to pedestrians practically 
point-of-sale 

The question may be asked about the effect 
of slanted or curved glass windows on day 
It is possible through the 


window, 


glare us¢ 


light 


of an upward slanted glass with 


ead shielding such 
to the effect 
With downward slanted 
shopper sees the sidewalk reflected. Ii 
i may be 
The curved 
completely eliminates 


over! as a canopy or 
veiling 
the 
this 


improved 


awning, reduce of 


1 
giass 


glare 


is in shadow, conditions 


over ‘a vertical window glass 


window almost re 


flections and glare. However, the need for 


adequate show window lighting remains, 
regardless of the position of the glass 

In the 
playman must keep in mind the following 


lactors: ot 


using show window lighting, dis- 


the selection of adequate levels 
(must the 
pete against reflected brightness or large areas 
of the of the 
physical dimensions; the 
the type of 
the back- 


illumination show windows com- 


high brightness ?) ; trim line 


windows; their 
size and type of the displays; 
reflecting equipment 
grounds of the windows. 

Most show 


combination 


used; and 


windows are best lighted by a 
ot both 
illumination, 


sources: fluorescent 


or overall general brightness 


and color, and incandescent for highlighting, 
emphasis, modeling and variety. 


With all 


can 


of these in mind the displayman 


decide which combination of inean 


stems will 
Fluo 
efthciency 
they hi 


higher 


and fluorescent lighting sy 


descent 


best his show windows 


better 


suite d lor 


lamps are in ot 


source watt); 
they 


production of « 


lumens per 


ive a 


operating cost; are In 


ficiency in the olor; the 
, ' 


footcandle; they 
shadows and form to the displayed 


On have 


radiant heat per 


the other hand, they 


ntage of having an inherently 
light the required, 


tor space 


controlled as 


they 


and can not be 


effectively as lamps so 
Moreover, 


flat, 


incandescent 
utilization 
tend to 
uninteresting 


have a_ lower factor 


if used alone, they 

dull, 
Fluorescent 

f illumination 


produce a 
effect 


high 


and rather 
levels 


rows 


tor 

multiple 
Specular parabolic reflectors 
they reduce 


used 
require 


lamps 

will 
reflectors 

highly desirable because 
he amount of light spilled out through the 
uniform bright- 
Slimline fluorescent lamps (available 
a 44-inch diameter tube, 42 or 64 
long, 3 
and 3 wide 
the most light, with adequate con- 
trol, per square foot of ceiling area of any 
fluorescent lamp and reflector combination. 
They he 100, 200 or 300 
milliamperes, ballasts, thus 
range in light 
available 
8-foot 


window and provide more 


ness 
now with 
inches 


teet 


turnish 


diameter 6 or 
reflectors can 


1 inch 
inch 


or In 


iong) 


may operated on 


on standard 
providing a choice of a wide 
output. Slimline 
in 1%-inch 
| lengths 


also 


6, and 


lamps are 
diameter in 4, 


A practical method of dimming fluorescent 
lamps smoothly and efficiently has long been 
needed. General Electric’s research en- 
gineers have now solved this problem with 
their new fluorescent dimmer. By means of 
this light control system, the bright- 
ness of fluorescent lamps can be controlled 
with the turn of a knob. 

The 
trol unit with an especially designed match- 
ing ballast. By circuit which 
the starting voltage but changes 
the current to affect light output, fluorescent 
lamps turned instantly at any 
point in the dimming range. The brightness 


new 


fluorescent dimmer consists of a con- 


means of a 
maintains 
can be on 
selector can be a small selsyn-driven poten- 
tiometer that will provide automatic control 
either direction maximum bright- 
ness to no light at all, or a manually oper- 
ated push-button with fixed 
to brightness. 


in from 


unit resistors 
provide pre-selected 

This 
create a flashing effect; it 


to 


se- 


new dimmer system can be used 


can give a 
of dimming for signs; and it can be 
to the intensity of fluorescent 
illumination for individual display 

One of could 
show window display 
gowns The 
to give 
level of 


quence 
used vary 
each 
situation example its use 
featuring se- 
sequins need 
them sparkle 
and reduced overall fluo 
rescent illumination might also be desirable. 
The fluorescent dimmer could effectively 
produce such an atmosphere. When a dif- 
of installed, the 


lamps can be brightened again 


be in a 


quined evening 
incandescent spots 


vet a 


ferent type display is 
Fluorescent lamps on dimming circuits of 
incandescent 
the dimming 

and_ better 
become 


fer several advantages over 


lamps: higher efficiency over 


lower operating costs, 


control 


range 
lamps 
dimmed, while 


color Incandescent 


increasingly red as they are 
fluorescent lamps change very little in color 
A com 


parison of efficiency of light output of fluo- 


over their entire brightness range: 


incandescent lamps appears in 


table 


rescent and 


the following figures are for colors 


of approximate equal chromacity, with 
at their normal brightness 

of per watt for fluo- 
incandescent lamps, based on 40- 
200-watt 


filters, to 


lamps 


Ratios color output 


rescent vs 
incandescent 


the 


watt fluorescent and 


lamps with typical produce 
same color 

Color Fluorescent Incandescent 
White 3.5 to l 
Gold to l 
Pink Sid to ] 
Red Bed to 1 
Medium Green 26.0 to 1 
Medium Blue 1 
Daylight 1 


Incandescent 


18.0 to 

5.4 to 
lamps give more light 
unit ceiling area; they have a lower initial 
equipment investment; they lead in sim- 
plicity of installation and in flexibility as 
far as light distribution is concerned; typi- 
cal equipment includes glass and metal re 
flectors, lens plates and theatrical type 
spotlights; they lead in the ease with which 
illumination can be stepped up; their “warm” 
directional light gives small bright high- 
lights to merchandise; and they provide 
flexibility for accenting featured merchan- 
dise. 

The new type “PAR” and “R” 


per 


lamps con- 
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Approximate Initial Footcandles in the Center of the Beam for Various Lamps 


200-watt 
Refl. Spot 
PAR 46 


692 216 2125 
307 96 972 
54 546 
34 350 
24 243 
18 178 
13 136 


Distance 150-watt 
in Feet Spot 
from Lamp PAR 38 


150-watt 
Flood 
PAR 38 


Refl. Spot. Refl. Flood Refl. Spot 


300-watt 
Refl. Flood 
PAR 56 


300-watt 300-watt 300-watt 


PAR 56 


5000 
»n 


2222 737 
1250 409 
800 2 


R-40 R-40 


1637 


906 150 


550 181 
408 


312 





mirror-like re 
and 


tain their 
flectors 
impervious to 


own sealed-in, 


which are hermetically sealed 


dirt Their filaments are 


positioned 


respect to the re 
surface accurate light 
The newest of these are the 300 
watt PAR-56 spot and flood types. They art 


convenient to use, 


precisely with 
flective 


control. 


results in 


relatively small 


table 


require 


space, and as the above shows 
daytime dis 


Where 


desired, 


the illumination needed for 
colored 


PAR 


} 
color 


plays is produce 
floods 


lamps 


easy to 


and spots are these 


may be used with clamp-on 
accessories. 

Separately mounted accessories should be 
used with the “R” filters 


saturated 


These color 
tints 


when a 


type 

and 
lamp 

includes 


are available in 
Furthermore 


many 
colors burns 


out the cost of replacement only 


the lamp itself and the filter 1 


can be used 
again 


A handy 


and “R” line of 


the “PAR” 
table 


footcandle guide for 


lamps is the seen 
above. 


trend toward open frent 
does not make the 
any easier. What has 
in this type of 
background of the 


has been 


The current 
displayman’s job 
actually happened 
that the vertical 
closed back show 


and 


stores 


store is 
window 
rear 


and 


replaced by the side 
featured displays 
The 
pose of the open front store is to make the 
Street display, 


walls, the ceiling, the 


showcases of the store interior pur 


store interior an effective 


attracting shoppers when the store is open, 
hours. 


alter store 


complicates the 


drawing attention 
Extreme depth 
man’s job as the entire store interior is the 
taken 
window 


and 
display 
background and must be into consid 


eration along with any displays 


Some open front stores have been disap 
pointing to owners because of reflections in 
the plate The 


instead of visual 


glass windows glass tront, 


removing barriers, be 


comes a mirror for exterior surroundings if 


the interior lighting has not been taken into 
consideration. The problem becomes one of 


producing the levels of illumination 


previously 


same 


discussed in‘ showcases, wall 


cases, island and niche displays. The re 
sulting brightnesses inside the store will 


and distracting 
make 


not only reduce the veiling 
reflections but at the 
the store inviting 


the merchandise 


time will 
attention to 


same 
and attract 
Many stores use displays close to the win 
front reflector 
adjustable 


dow One or more rows ot 


type lamps, above the in 


side of the window at the ceiling, is an ex 


spot 


cellent lighting such displays and 


creating brightness at the front of the store 


means of 


as in the third photograph (Campus Camera 


DECEMBER, 1952 


particular 


Shop) It is of idvantags 
front leave displays 


interior lighted 


open store to 


out the alter 
he first illustration 
create an invitins 
in addition to puttin 


window displays 


FIT ANY 
MANNEQUIN 
TO PERFECTION 


Additional Duties 
For Newman 

The American Cray 
dusky, Ohio, has 


ties 


ompany, an 


extended the responsibil 


Newman to 


yromotion 


include tl 
manager as 
Newman, wl 


vertising director 


an extensive background in commerci 


display and 


educational 
company in 1946 after 
Marine Corp. His initi 
assignment was responsibility for 


lopment, and 


advertising, 
ing, joimed the 
release from the 
sales and 


aids He 


1949 


product deve visual 


was made advertising director in 








"Modern Publicity" 
Is New Book 
“Modern 
announced by the publishers, 
cations, Inc., 432 Fourth avenue, New 
City 16. This is the 22nd year in 
the book has 


examples of the 


1952-53 has 


WOOD FLAKES- 
CHIPS 


Collecting to Crystal Rock — Stones — Kut 
best advertising art Grass — Shells — Fishnets — 
Cotton Rope — Birch and Bam- 
boo Poles — Trees — Dock Logs 
— Cycas and Palmetto Leaves 


been 
Publi 
York 


whicl 


Publicity” for 


Studio 


been 
gether 


ed etait f 
Ol <4 essen.laliy a reference 


} 


countries, 1t 1s 


book. Displaymen will find it of help pri 


themes, posters, at 


marily in suggesting 
1 the like 


contains 600 


treatment, anc 
The book 


full color 


Many new spring colors now available. 
Manufacturers and creators always 
something new. Advertising and dis- 
play depts. contact your jobber to show 
you our novel and unique flooring dis- 
play materials line. 


illustrations, 64 in 
It is priced at $8.50 
Hartman Is Promoted 
By Syracuse Store 
Following the Herbert A 


been pre 


resignatior 
Hartmar 


assistant 


National Sawdust Co., Inc. 
(Display Division) 


65 N. 6th Street Brooklyn, N. Y. 


Robert 


Luegge 
moted trom 
head of that department 
Co., Syracuse He has 


} 
lor the 





been with 





past six vears 


Previously Hartman was 


BASE METAL PUFFING FOIL 
theatrical art at Svracus AND FOIL PAPERS 


? ho eat deter Ft Ft 100 Ft. rolls. Also in Re 


with The Addis Company, 


R. A. OHLHORST 


454 BROOME STREET, NEW YORK CITY 13 


and with the armed forces 








Miller Leaves Rich's; 
Plans Unannounced 
Miller has 








EXQUISITE SMALL FLOWERS 
For Show Case and Interior Trims 


with 


Gordon resigned from 


€ lisplay effe ilar 


He | 


4s 
plans kno He was 


not ne f disy vy flower Unsur $ ! ty 
Tremendous Varieties in Stock 
MILTON S. AHRENS, INC. 
Importers — Mfgs. —- Exporters 
56 W. 36th STREET NEW YORK 18, N. Y. 


future 


made his 
h Bloomingdale’s an ranklin 
crew York City, 


firm 


simon, 


Atlanta 


before j« the 
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POWER OF COLOR 


IN DISPLAY 
SMART IN ww || Comte fom me 38 


The following experiments show that con- 
| sumers do not know why they react or to 
Created by what they react. A large number of women 

| at a luncheon were asked whether they 
could tell the difference between butter 


and margarine. Over 90 per cent said they 

R C 5 preferred butter because margarine tasted 
“oily, greasy, more like shortening than 

butter.” Two pats were served, one yellow 
PHOTOMURALS (margarine) and one white (butter). The 
ladies were asked whether they could dis- 

cern any difference. The yellow pat (mar- 
garine) tasted like butter, claimed 99 per 
cent of the luncheon guests, but the white 
pat (butter) “tasted oily like margarine.” 
This test demonstrated that people con- 
. fuse sensations. In other words, the ladies 
Write Mr. Dale. attributed to the sense of taste the char- 
acteristics that belong to the sense of sight 
It was a case of transference of an optical 
b C $ $ T U D | 0 5 sensation to a taste sensation. In another 
test 86 per cent wanted one of three coffees 


because it was best. Actually, all the three 


A Kit full of ideas for you 


—yours for the asking. 


Division of Rapid Copy Service, Inc. | cof ' ; Ag age lg 2 
123 North Wacker Drive Phone: STate 2-5975 Chicago 6, Ill. Canes Te SN ESE NES Se ae 


only the containers differed. 

These tests and many others conducted 
by Color Research Institute have demon- 
strated that the effectiveness of displays, 
package designs and ads can not be deter- 
mined by asking shoppers their opinions 
because people are not able or are not will- 
ing to tell you how they react or to what 

| they react. 











Koenig Resigns Post 


With Macy's-San Francisco 
Ernest L. Molloy, president of Macy’s- 
San Francisco, has announced the resigna- 
tion of the store's display director, John 
Koenig, to become effective December 24. 
He has been with the store since July, 

1946 

Koenig is a graduate in architecture from 
the University of Pennsylvania and _ at- 
tended Yale’s graduate School of Architec- 
ture and Drama. At Yale he was awarded 
a Rockefeller Foundation Fellowship which 
gave him the opportunity to study scenic 
and costume design in Hollywood. He 
designed scenery and costumes for the 
it * a Broadway production of “Charlie's Aunt” 
FROSTEE SNO co. Antioch Illinois in 1940, costumes for the original Pal 
. 4 Joey” in 1941, and costumes and sets for 
“Blikkfang" Torget 8, Oslo, Norway “This Is The Army,” the G. I. hit of 1942. 
Koenig is a member of the Activities 
Board of the San Francisco Museum of 
Art. He intends to stay on the West coast 
and free-lance in the designing and re- 


cmaennes . mc odeling of residential architecture. 
WINDOW DISPLAY SBaeisaa OPPORTUNITY Be gp errs ange 
weap i Macy’s. 
AT THE — rt | ) Sei cares 
WHITMAN SCHOOL EXCHANGE Beerman Stores 
ee | Names Horwitz 


of INTERIOR DECORATION POSITION WANTED POSITION VACANT Appointment of Hal Horwitz as display 


meee Ey coon Bvy lg Boy Renew REPRESENTATIVES WANTED director for Beerman Stores, Inc., Dayton, 


Request Catalog 7 is made known by W. H. Brinkley, sales 

USED DISPLAY EQUIPMENT FOR SALE A A ’ z 
CLASSES NOW FORMING @ promotion manager. Beerman’s operates 
170 RIVERSIDE DRIVE, at 89th St. e | seven stores in the Ohio city. Horwitz was 


New Yerk City TRefelger 3-1200 $4.00 Per Column Inch —- CASH WITH ORDER formerly display manager for Robinson- 


SRD FRD TRD FeD FD FD | Schwenn, Hamilton, Ohio. Prior to joining 


that firm he was on the display staff of 
@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD @ | Bond Clothing Company, Cincinnati. 
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LOS ANGELES DISPLAY 
[Continued from page 31] 


brown was the shade of the wall and the 
large drape which hung from the ceiling 
to the floor An important prop—an ornate 
low table on which were arranged several 
small hats—was made of gold papier mache 

Paul C. Smith, display director of J. W. 
Robinson Company in downtown Los An- 
geles, promoted an interesting display en- 
titled “California Fiesta.” The photograph 
shown was one of a display series on art 
and gift items made in California. A paper 
sculpture sun held the center of interest 
This yellow prop was placed against the 
pearl-gray back wall, with a shadow-box 
opening in the center which contained a 
California industrial scene This, too, was 
in paper sculpture rhree low tables, one 
in a lattice-work effect, were used to dis 
play colorful and original California ware 
consisting mostly of lamps, animal figures, 
pottery and ornate plates Two signs in 
formed the public that these items were 
California-made 

One of the most interesting displays of 
the season featuring fabrics was originated 
by William Meissner, display director of 
Ohrbach’s on Wilshire boulevard. “Studies 
in contrast” might well have been the 
theme of this coat and suit promotion 
The photograph shown is of a display de 
voted to coats and the sign, prominently 
displayed in the front of the window, read 
“The Sculptured Look In Fabrics — Gives 
New Elegance To Worsteds.” 

Meissner states that the actual inspira- 
tion for this distinctive display came from 
the fabric itself. Unusual textures gave 
the theme of the term “sculptured look.” 
This study in contrast was created by a 
diagonal framework that was placed away 
from the background, and the alternate 
openings backed with bone-white plaques 
Each plaque contained a dramatic free 
shape in_ black Three smartly outfitted 
mannequins displayed royal blue coats, coral 
pink hats, and black leather handbags and 
shoes These closely grouped figures were 
balanced by a marble shaft holding a grace 
ful wood carving by Charles Schlein, one of 
the most prominent sculptors of the Los 
Angeles area 


New Black Light Fixture 
Announced By Lawter 

A new super-powered outdoor black light 
fixture with up to 50 per cent more activa- 
tion power has just been introduced by 
Lawter Chemicals, Inc., Chicago. 

Special General Electric light meters 
prove this fixture to be twice as strong in 
ultraviolet output as Lawter’s previous 
model. The super B-441-A, as it is called, 
makes all black light fluorescent paints glow 
brighter, adds extra activation for question- 
able locations, and cuts costs on standard 
locations. For example: a black light 
bulletin formerly requiring eight fixtures 
can now be lighted with only seven 
B-441-A’s. 

This improved fixture was made possible 
by a new super-powered ballast, special 
wiring and sockets, and high quality cobalt 
blue filter glass. 


DECEMBER, 1952 








The superior high gloss heavy duty display 
material in 1 in. corrugations laminated to a 
sturdy backing sheet imprinted with guide lines 
for accurate measuring and cutting 

v48 in. wide, 15 ft. long 


A beautiful smooth bond finish surface sheet 
in 3/16” corrugations laminated to a sturdy 
backing sheet imprinted with guide lines for 
accurate measuring and cutting 

60 in. wide, 20 ft. long 

¥30 in. wide, 40 ft. long 

¥48 in. wide, 25 ft. long 


THE REYBURN MANUFACTURING COMPANY INC. 


ROYERSFORD, PA. 


PHILADELPHIA, PA 














i, ane Greetings 


May the holiday season bring you 


JOY AND HAPPINESS 


Use "Fast Sign''* plastic letters 
for a prosperous New Year. 


FAULKNER LABORATORIES 
BOX 1285, TAMPA I, FLORIDA 


*Trade Mark Reg. U.S. Pat. Office 








RUSTIC —-rrnceaer 


FURNITURE 


COMPANY, INC. 


BIRCH 


Poles —— Branches 
CEDAR 
Poles — Slobs — Bark 


Rustic and Western Displays 
Phone: WI 9-6479 Williamstown, N. 
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NEW YORK PRELUDE 


"Paper Weights!" NO. 2 OF A SERIES | [Continued from page 19) 


voted the entire bank of Fifth avenue win- 
dows to displays of formal evening gowns, 
each highlighted by a theme from the cur- 
rent motion picture production. In the 
window shown here, the Little Match Girl 
and the Flying Trunk have been brought 
to life in sculptured figures by Lenore Boe 
The Flying Trunk was suspended by vir- 
tually invisible wires; its startled occupant 
wore a wild red wig, a purple jacket, striped 
blue and white trousers and red slippers 
[he same colors were echoed in the calico 
kerchief, red and black checked apron, pur- 
ple skirt, and blue blouse of the Little 
Match Girl who was of course kneeling in a 
driit of artificial snow The backwall, 
painted in ciel blue, and the softer blue floor 
covering made a bright setting for the strik- 
ing white taffeta. gown bordered around 
WAIT stop, look and listen overskirt and hemline in scalloped black 
before you buy any paper that’s Valenciennes lace The delicate tiara of 
too limp...not rigid enough to tiny mat beads sparkled with rhinestones 
work with easily. Avoid danger 


S : the displ: es 
%. specify BUTLER PAPERS was created, in identally, by the display de 
- partment to harmonize with the fairylike 


quality of the window which was captioned, 
“Out of this world, says Bonwit’s, our 
glamorous story book princess by Nettie 
Xosenstein's The Little Match Girl 
and the Flying Trunk suggesting Samuel 
Goldwyn’s Hans Christian Anderson at the 
Criterion and Paris theatres on Tuesday, 
November 25th.” 

In another window, Bonwit turned from 
the North to say, “Fresh pineapple by W 


ROOM 649 NADI SHOW H. Wragg a wonderful new taste for 


the resort” and sharpened the remark by a 





mouth-watering array of hothouse pineap- 
es framed in latticework of unstained 


pine panels. The simple Shantung dress in 
EMPH a cool tone of newly-cut pineapple was 
accented by two silk searfs in orange and 
The 
of a pineapple. Lighting, floor, and back 
i wall featured the same fresh pineapple color 
MERCHA e Eric Daniels, display director of Gertz, 
on Long Island, managed to enliven a men’s 


. shirt window by means of both color and 
ith New 


conception rhe theme, “Choose from seven 
different new shirt collar styles . famous 

SPRING Van Heusen shirts, $3.95" was animated 
with seven wallboard cutouts showing as 


Visual Merchandising many face and feature types. The white 
. figures were done in black line art work 
Units. bel ‘ of flannel 


hind a horizontal panel gray 








lemon yellow tied casually around the throat 


Cwelve-inch squares of striated plywood 
From the Studios of set 1 different directions gave texture 
° ee ti backwall, which was lime green 
display originals rubbed vellow to bring out highlights. Lime 
incerporated olo fabric with a yellow texture re- 
we: he combination on the floor. The 
1515 n. cahvenga blvd. g was amber. White shirts made a 
hollywood 28, calif. clean background for bold ties 
One of the gayest and simplest of the 
SEND FOR OUR NEW CATALOGUE Thanksgiving displays came from the hands 
of Walter Hazeltine, display director of 
MecCreery’s The caption, “Let's Talk 


Purke everything you need to set a 














table for the holidays” was pinned to a 


Y Poles, Cholla, Red & Black | , ; 
Meer ~ cle WINDOW DISPLAY ee I re ee 


day table slanted down from a_ backwall 


Grape Stumps, Selected Driftwood MATERIAL nkelee genes Wiad atenete. nk tee 


We Procure Our Own Materials 


| BECKER SIGN SUPPLY CO spilled out of the wicker bread basket, and 
Russel Morris of California 519-321 N. Paca St Reltimore 1. 384 real cranberries were heaped lavishly on 
990 S. Live Oak Fontana, Calif. = : : A the floor 
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Luminall Releases 
Casein Color Chart 


The Luminall Paint division of National 
Chemical & Mfg. Company has released the 
fourth in a series of distinetive color 
charts showing 48 casein colors for dis 
playmen, muralists, designers and interior 
decorators. The chart features 16 actual 
casein paint chips. Two letdowns of each 
color are also shown as a suggestion of the 
endless variety of hues, tints and shades 
which can be blended by combining the 
colors with white 

For artwork, the colors can be used in 
their original paste form for impasto tech 
niques, or mixed with water for applica- 
tion with brush or airbrush. They have an 
extreme matte finish, are lime-proof, non 
yellowing and non-fading One color can 
be rapidly imposed on another without 
“lifting” the underpainting 

The new chart will be mailed on request 
to Luminall Paints, Chicago 9 


Plastic Adhesives, Specialties 
Available In Small Containers 

\ number of general purpose adhesives 
and other products developed by Chemical 
Development Corporation, Danvers, Conn., 
for the plastic industry are now available 
in small containers for experimental put 
poses and re-sale to small volume users 
Packaged in 8-ounce and quart containers, 
these materials should prove of particular 
value to those who require products which 
will meet their exact requirements 

Included are a_ general purpos« 
strength adhesive; a universal adhesive for 
vinyl plastics and cellulose acetate; a cement 
to bond many dissimilar surfaces and plas 
tics to wood, metal, gl: etc.; and an anti 


static and cleaning solution for plastics 


Freedman Cut-Outs 
Expands Business 
Increasing its present space by 50. per 
cent, Freedman Cut-Outs is moving its office 
ind plant to 34 Hubert street, New York 
City The m will enable the company 
| 


further to enlarge its facilities and install 


1 considerable amount of automatic equip 
ment. The firm, founded in 1918 by Albert 
Freedman, is known for its prom tional dic 
cutting and creative display finishing. Mount 
ing, easeling, eyeletting, and pop-ups ar 
finishing operations in which tl compat 
specializes. It was former] 


West 17th street 


Retailing Course Includes 
Display Session 

\lexander’s Department Stores, Inc., New 
York City, is sponsoring a series of courses 
devoted to various phases of retailing for 
the benefit of small businessmen and stu 
dents Lecturers for the display session 
were Irving Blum and Sam Mahl, display 
director and assistant, respectively, for 
Alexander's 


Sinclaire Appointed 
By Tulsa Firm 

Seidenbach’s, Tulsa specialty shop, has 
named Cal Sinclaire display director. He 
succeeds Miss Earline Staines, who resigned 
recently 
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call 

or write us 

for the new 
illustrated 
brochure 

(o) on Bol - ae chore) 
Fashion Academy 
Gold Medal 
Award 

manikins 


by 


yell MONGE 


HECHT FIXTURE CO. 


211 S. MARKET ST. ¢ CHICAGO 6, ILLINOIS 


FLORAL © 
V COUNTERPIECES 


DESIGNS 
Se Dainty spring flowers by 


and umbrella weiss make Z. | 0 ) d 
= f] 


n 
an eye 


wide. Your p price: $4, 90. Order 
number D6413. 
| umbrella is a most attre 
tivé companion piece. 10 inches long, 7 inc 


wide. Your Price: $1.65. Order number D6414. 


Ls Pay 

~ , ; 
ehh. Designers and Mokers of Distinctive 
Display Materials for over 49 years. 
422 EAST GRAND + DES MOINES 9, IOWA 
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it 
during the month of November than any previous month 


Why ?.....--- Gecatine 


CUSTOMER CONFIDENCE is the reliance, the assurance, 


the certainty, and the faith that a customer has in a product, 


We shipped MORE Bulkton Seamless 


it cannot be bought.... ... it must be developed. 


Our records show ‘more and more Display, 4.9, are insisting 


Bullston Scambas- She Quality Lina” 


BULKLEY, DUNTON & CO., Inc. Bulkttow DISPLAY DIVISION 
and Convert CORRY, PENNA. 
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p a <a. 4 reelings 


And the Best of All Good Wishes 
for the NEW YEAR. 


MADISONIA MANIKINS 


NEW YORK CHICAGO DALLAS 
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fi (LASHE RS | 
® ince 1900 
Force Attention, Increase prnveea Value 


REZZL2ERS 
REZZL2ERS COMPANY 


055 me ER ROAD RIVER GROVE, ILL. 











% 155 Fourth Avenue, North * Nashville 3, Tenn. * 





poBeled (ls \ AMERICA’S BEST “ONE STOP” SOURCE 


FOR DISPLAY MATERIALS & EQUIPMENT 


GRIF TEX * exracssive ff FOR DISPLAY JOBBERS, CHAIN STORES, 
« oO Hl 
PAPERS i EXPORTERS AND MANUFACTURERS. 

d cord 100 PAGE CATALOG ON REQUEST 


J.P. DENTON, iwc. “sossoxswass. 


Send for FREE samples 


* GRIFFIN GRAPHIC ARTS 
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I receive DISPLAY WORLD regularly 
and never miss a page. Of course there 
are many new names and advertisers I 
am not familiar with, but they all seem a 
part of my loved profession. I have several 
display friends who write me often, and with 
DISPLAY WORLD I feel quite in touch 
with my old fraternity 
Recently—the first of November—I lost 
in death H. B. Maxey, a very dear associate 
for whom I did my last wax figure work in 
connection with his museum at Atlantic City 
\lso recently Clint Smiley, of Chicago, wrote 
me he had sold my Abraham Lincoln figure, 
one of the two Lincoln figures I made, to 
Rocco M. Matsie, historian of the 13lst 
Regiment, Illinois National Guard. I had 
| a very fine complimentary letter from Mr 

Matsie and of course I was very much 
| pleased. I had feared this work of mine 
| would eventually be consigned to the ash can 
| with the rest of the discarded wax figures 
of years ago.—Irwin G. Culver, Masonic 
Home, Utica, N. Y 

With reference to your recent and regular 
Editor's Comment column, which I read 
with great interest, in your September issue 
there was a paragraph dealing with the size 
of the photographs in your magazine. May 
I thoroughly endorse the fact that the more 
you show in the approximate size as now 
published, the greater use is this in inspira- 
tion than a few enlarged photographs which 
are examples of just one or two outstanding 
displays 

There is, however, one point I may be 
| permitted to suggest and that is occasionally 
when there is an outstanding display, which 
| was no doubt submitted in color, it would 
| be very interesting to see this on another 
page rather than always on the outside 
cover. I know that this really only applies 
to American photographs, as we are rather 
restricted in obtaining colored negatives so 
far in this country, but I feel sure that 
should it be given a full splash on a white 
space and inside the magazine it would 
be greatly appreciated, as covers are apt to 
get torn—Stephen A. Green, Scottish Co- 
| operative Wholesale Society, Inc., Glasgow. 





DISPLAY WORLD has meant a lot to 
me. I am so new at the display game, and 
your magazine is the best source of in- 
formation and help I have found. How- 
ever, the articles and pictures on_ utility 
displays are so few and far between. It 
would be such a help to see more of them. 

Mrs. Joy J. Nash, Appalachian Electric 
Power Company, Roanoke, Va. 

It was a great day here at Mademoiselle 
when your October issue arrived and we read 
| your prominent feature on The White House 
! and their Mademoiselle college promotion. 
| We were indeed pleased with Frances Keith’s 
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re- 
was 


text and, of the pictures were 
produced splendidly. Your magazine 
routed around our offices and elicited praises 
from each one. It was good of you to send 
a special copy editor-in-chief, Mrs 
Blackwell She particularly glowing 
in her remarks about so fine a job. Thanks 
again for the knd and informative things you 
had to about Mademoiselle 
Horner, 


course, 


to our 
Was 


Hugh 


Made 


say 
special projects director, 
moiselle, New York City 

Your 
materials, but why not give the little display 
the who 


magazine is of great help in buying 


man as much credit as men work 
for the big that 
you puta lot of emphasis on what is happening 
on the East or West coasts but nothing on the 
fellows in the middle 

do it the future, | 


that the displaymen want to know 


stores? It seems to me 


If you can possibly 
think that you'll find 
what the 


in 


smaller chain stores are doing in the way of 


windows and interior display.—Kenn Mercer, 


Herberger’s, Watertown, S. D 

Undoubtedly your magazine is the best in 
its field and we have received great value as 
well as pleasure from every issue.—F. A. S 
Jones, Charlottetown, Prince Edward Island, 
Canada. 


George Wagner Wins 
Display Contest 

Wagner, J. L. Brandeis & Co., 
awarded first prize of 
the display contest sponsored by 
Deering, Milliken & Co. The $100 second 
prize went to Martin L. Feth, John G 
Myers Company, Inc., Albany, and Marion 
Canfield, H. Liebes & Co., San 
placed third and received $75 


George H 


Omaha, has been 


$200 in 


Each of the following won $50 for fourth, | 


fiith and sixth places, respectively: Cogs- 
well Cromwell, Davison-Paxon 
Atlanta; C. F. Ertell, J. B. White & 
Augusta, and Melvin Frederick, 


McAlpin Company, Cincinnati 


The 


Ga., 


Display Demonstrates 
Power Steering 

In a new three-plane lithographed card- 
board “Chrysler Full Power Steering” dis- 
play the steering wheel operated by the 
finger of a pretty girl swings back and forth 
constantly. It is estimated that the wheel 
will spin 24 hours a day for two weeks or 
more from the current supplied by a single 
flashlight battery. The motion unit is 
the solenoid action type. The entire dis- 
play, which was made by Einson-Freeman, 
Long Island City, N. Y., for the Chrysler 
Corporation, Detroit, measures only 17 by 
»? 


inches 


Charles Brooks 
Dies Suddenly 

Charles F. Brooks, display and advertis- 
ing manager for the new J. C. Penney Com- 
pany store in Memphis, died in that city 
recently at the age of 42. He had been 
transferred to the new store just a few 
weeks before, coming from Penney’s in 
Pine Bluff, Ark. He had held a similar 
position in the latter store for the past five 
years. Surviving are the widow, seven chil- 
dren, the mother, and a brother 
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Company, 
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Build Low-Cost Displays with Peg-Board 





SIZE 
Zs 36” 
48” 


=o" 
te 


x 

x 

x 

x 96” 
x 48” 
x 

x 

x 








48” 
(5 
Trademark. 96” 


Peg- 


Look for This 

It Identifies Genuine 

Board. 

PACKING: All sheets 
the 48” by 96” 4” 
be added to orders 


ue 
Two Sides* 


$2.20 


are packed 6 per carton with the exception of the 48” by 
sheets which are packed 4 per carton. 
for less than full cartons. 


11.60 


*l,” Peg-Board has 3/16” holes on 1” 
*\4” Peg-Board has 9/32” holes on 1” straight centers. 


You can build attractive window and in- 
terior displays and displayer-backgrounds with 
low-cost Peg-Board sheets. 

Illustrated at left is one of a series of in- 
terior wall displays set up in an eastern shoe 
store to tie in with the store’s Valentine’s Day 
promotion. Sheets of Peg-Board were sprayed 
to contrast with the interior and 
mounted on the walls. Economical Peg-Board 
shoe fixtures arranged in the shape of a heart 
were used to display the selection of shoes. 

The result is a series of permanent wall 
displayer-backgrounds on which any combina 
tion of shoes, handbags or accessories can be 
displayed. The cost of the Peg-Board sheets 
and fixtures was exceptionally low, and since 
these are permanent wall installations, they 
will continue to pay for themselves over and 
over as long as they are used. 

Peg-Board, which can be used with any 
merchandise you sell, is simple and easy to 
use. Over 60 different fixtures are available 
and almost all of these serve multiple pur- 
For example, the F-7— Large Dish 
Easel is ideal for displaying purses, record 
albums, plates, boxed towels, clutch plates, 
tileboard samples, briefcases, air filters, seat 
cushions, baseball gloves and other merchan 
dise. 

For complete information on 


store’s 


pores. 


Peg-Board 


and Peg-Board Fixtures, write for Broadside 
No. 24-D today. 


Prices of Peg-Board Sheets—Untramed & Unfinished 
NOS MORD 


\%” Smooth 
One Side* 


$3.40 
4.50 
6.80 
9.00 
6.80 
9.00 
13.60 
18.00 


straight centers. 


Smooth %” Leather- 


wood 
$2.60 
3.40 
5.20 
6.80 
5.20 
6.80 
10.20 
13.60 


Shipping 

Weight 

47 Lbs, 
59 
92 
115 
92 
115 
144 
184 


Shipping 
Weight 

36 Lbs. 

46 

69 

90 

69 

90 

135 

178 


2.90 
4.40 
5.80 
4.40 
5.80 
8.80 


a9" 
72 


A packing charge of $2.00 
Shipping weights are for full cartons. 


PRICES: All prices are F.O.B. St. Louis, Chicago, New York and Los Angeles Plants. 
Authorized Peg-Board Distributor 


—Garrison-Wagner Company 


2018 Washington Avenue 


St. Louis 3, Missouri 
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SHOULDER COVERS 
Vinylite window-clear — vinyl — polythene 
Price list & samples on request. 
JOBSERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 








CAN WE HELP YOU? 


We have ideas and props for 
every display use. 
REINERMANN FIXTURE COMPANY 
343-345 W. 4th Street, Cincinnati 2, Ohio 











Write For Your 


FREE BOOKLET © 


‘ 


“Glowing Displays’ 


plus—fivorescent color cards, complete 
cost information and story on Lawter’s 
“Free Color Service” for planning black- 
lighted fluorescent displays. 


LAWTER CHEMICALS, INC. 


3560 Te y Avenue ° Chicago 45 
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the cover of the famous humor magazine... 

Completely animated was a hunting equip- 

ment window by J. A. Nichols for Tucker's 

Sport Center, Clarksburg, W. Va. Various 

animal figures were placed here and there 

among the merchandise and natural foliage 

Principal eye-catcher was a_ mechanized 

ROSAI hings such as automobile rustic teeter-totter in the center, with two 
difficult to display interest squirrels riding the ends up and down 

Ider H. M. Burton, Harris To tie in with card copy reading, “Gone 

laide, South Australia, did are the days when banking consisted of cold 

tires upright on flooring marble, cold money and cold people ... We 

and u a back think that is good!” Howard C. Nason, 

which Institution for Savings, Boston, used a 

on large piggy bank beside which stood four 

‘ tire’ small piggy banks to represent a mother 

otion pig and her feeding brood. They were sur- 

wlize Britain, British Overseas rounded by a fence made of stick candy, 

orporation’s office in New York The copy continued on another card, “Bank 


1 a window with cartoons from ing has added warmth, a sense of humor, 
and placed at one side a_ larg and the recognition that you are important 
statue of the familiar figure seen on That, too, we think is good.” On the back- 
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WONDER 1F J TURNED 

THE WATER OFF /N 
THAT BEACH WEAR 
as 





ae a BUSINESS CAREER BEGAN 

IN 1930 WHEN HE JOINED 
CAIN-SLOAN . SIX YEARS 
LATER HE BECAME CONNECTED 
WITH THE STORES DISPLAY 
DEPARTMENT AND HAS BEEN 
THERE EVER SINCE, NOW 
SERVING. AS DISPLAY OIAECTOR. 


Munaay’s ravonite sports 
ARE GOLF AND FISHING (HE 
SAYS, “t PLAY A VERY BAD 
GAME OF GOLF AND CATCH 
VERY FEW FisH! “) 
[DIOGENES PLEASE NOTE!) 
eens: BUILDING AROUND 
HIS HOME AND 
.. TAKING WEEK-END 
@ TAIPS WITH 
&A)/ MRS. MURRAY AND 


SISPLAY DIRECTOR 


THE CAIN - SLOAN COMPANY, NASHVILLE, TENN. 











ground was a large cartoon showing three 
bankers watching a duplication of the piggy 
bank group seen in the display 

Joy J. Nash, Appalachian Electric Power 
Company, Roanoke, Va., showed the dura 
bility of electric ranges by installing one 
with 20 years actual service in one corner 
of the window and a brand new range across 
the space Between the two was a big 
cut-out hour-glass and joining the ranges 
was a cut-out arrow on which the years 
1932 to 1952 were lettered 

Taut white strings from ceiling to floor, 
stretched at an angle, portrayed rain in a 
rainwear window by Leonard Pons, D. H. 
Holmes Company, New Orleans. Low key 
general lighting, with spots to pick out the 
three mannequin figures, played up the storm 
atmosphere, and the lower parts of the 
raincoats were wired outward on one side 
to look as if they were wind-blown 

For a display of typewriter ribbons at 
Carvajal y Cia, Ltda., Cali, Colombia, Luis 
Gonzalez de Haro made up two. giant 
ribbon spools, placed one in each corner of 
the window and connected them with two- 
tone fabric to simulate an over-size ribbon 
In the center background the ribbon passed 
up to a typewriter platen and all the space 
in the foreground was filled with giant repro 
ductions of typewriter keys 

\ humorous approach was used by Heinz 
Hoffmann Isterhaus, Hamburg, Germany, 
for a display of lingerie. The mannequin 
was posed with her dress over her head 
as if putting it on. Two portraits hung 
on the background, one of a woman and the 
other of a man; from the former an arm 
and hand reached out three dimensionally to 
cover the eyes of the man ; 

For a display of men's wear, Heinz Hoff- 
mann used for his chief prop the figurehead 

an old sailing vessel; other props 

were ship's pulleys, lanterns, and roping. . 

\ field practically untapped by free-lance 
displaymen is that of optometrists’ shops 
That glasses can be displayed attractively 
is proved by Vernon H. Kohl in a window 
done for Weisfield’s, Inc., Portland, Ore 
He concealed the fixed background with a 
~f wallboard painted a light shade 
ie affixed five rectangular, ornate 


Hew one ¢ 
To this 1 
picture frames and within each frame he 
sketched a feminine head. Each head wore 
1 different style of spectacle frame, actual 
frames being used. Below each picture was 
a ribbon rosette affixed to the background, 
beside a small card bearing a girl’s name 
\cros the top of the background was the 
message “An exhibition of Personality 
Glasses . The Finest in Eyewear.” The 
window floor was covered with cotton on 
which other spectacle frames rested 

\n American ‘Indian theme gave interest 
to a men’s tie display by Stephen A. Green, 
Scottish Cooperative Wholesale Society, Ltd., 
ot Glasgow On a slanted floor covered 
with grass mats sat a _ blanketed Indian 
before a wigwam His war bonnet was 
made of ties wired to extend stiffly from 
his head. On the other side of the window 
a group of small totem poles held other 
ties, and still others were suspended from 
two low racks made of sticks in their 
natural form 

Chief prop in a costume jewelry display by 
Virginia McCorkell, Henry Birks Company, 
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Toronto, was made up of two disembodied 

hands holding a white wire violin and bow » bt ww 
in playing position For a display of 

diamond rings she used several pairs ot w 


hands with their bases on a sloping plateau 
covered with black velvet and reaching up S Ow Cc RD ND POSTER MACHINE 
ward toward rings in boxes suspended di Y H a A 
rectly above them by invisible thread Phe 
card copy explained, “Within your reach 
a Birks’ diamond !” 
P. P. Rubens, Katz & Lourie, Ltd., | 

nesburg, South Africa, took his theme trom 
the American Southwest for a display ot Used for over eighteen years by leading national chains. 
barbecue equipment. Two posts in natural Many have from 50 to 500 or more in use. 
wood supported a crossbar from which hung MORE PROFIT a - 4 oo. Ee 

| ¥ 

= 


a ten-gallon hat, two Colt’s revolvers, an 


a coiled lariat 10 YOU! 
= 


Trade Show Audits 
Seen For Future The "SIGNPRESS" 
Circulation audits for trade show dis- | ables store managers to 
plays are seen as not too distant possibili- | do a better job of mer- 
ties, judging from proponents of the idea chandising. It provides 
in addresses betore the two-day trade show ‘ 
clinic held in New York City this month | @ simple, convenient 
under the sponsoship of the Exhibitors | means for producing 
Advisory Council. Urging that such audits GOOD LOOKING Cards 
be set up were Gene Wedereit, president ot & Posters QUICKLY and 
the National Industrial Advertisers Associa at SMALL COST. 


tion, and William A. Hart, president of the 
Audit Bureau of Circulations. Wedereit is 


slog danehie ak edvestidinn tide Canes MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


tion, and Hart holds a similar position witl 
eee" DISPLAY EQUIPMENT CO. 


The former commented The exhibition 
medium is an established sales tool but its BOX L-144 ADRIAN e MICH. 


real value and effectiveness have never been 











measured. It’s as exact a science as any 


other medium of advertising, but it employs call 


none of the standard practices of data 
presentation to prove its worth.” . 
or write us 

Austen Display Appoints 
Furst And Green 

Austen Display, Inc., New York City, has for the new 
appointed two Western representatives. Fred - 
Furst has taken over r the firm in Los illustrat ed 
Angeles, and northern California and_ the 
Northwest are being covered 1 reen, 


of San Francisco lob kere oho bal—) 
Territories Assigned 
By Arts & Flowers on the 1955 
Harry Menzin, head of rts & Flower . 
Displays, Ine. 48 West Sth street, New York | HQSESS eM Mep eM Ceketod hig 
ae calinibias eas Scien er 
re South and Southwest, and John Byro (eTop Hel Medal 
will cover New York te et ] 
Ohio, Michigan, Illinoi 








Award 

Dazian's, Inc., 

Opens Dallas Branch ; ; 
Dazian’'s, Inc., theatrical and display fab- manikins 


ric firm of New York City, climaxed its 


110th anniversary recently with the opening lob‘ 4 
of its newest stock branch in Dallas. This 
office at 2014 Commerce street will serve 


Texas, Oklahoma, Arkansas, Louisiana and : 
Mississippi It will be under the direction 
of Kermit Cohen, a veteran member of | ) 


Dazian’s administrative staff Decoration | 
of the new store, which is essentially 


i! KEHOE DISPLAY FIXTURE CO. 
seseaiaalans 541 MARKET STREET SAN FRANCISCO, CALIFORNIA 
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for maximum illumination... 


MODEL ‘O’ 


opaque 
projector 


Imagine the convenience of this Opaque Projector 
in your sign or display department! Need a large 
but fast? Just place this projector over 
he ne po 
que ¢ 
faithf n every 


Projects an area 5” x 


mage 
4 feet square and larger 
5” at one time or larger area, a section a! a time, 


Complete with lomp ond 322 5 


8-foot cord and plug. 
F.0.B.,N. ¥ 


LARGE PROJECTORS TCO! 
Send for descriptive folder 
showing entire line of 
opaque projectors. 


FREE * 200 PAGE CATALOG 
= 10,000 art and 
drawing supply items avail- 
able through Arthur Brown. 
Write today on firm letterhead! 


ARTHUR BROWN & BRO. Inc. 


2 WEST 46th ST., NEW YORK 36, N.Y 








When in New 
Visit 
“The House of Naturals” 


York 


Write for Price List 


RTS aw FLOWERS: 


DISPLAYS, INC. 
Manufacturers @ Importers @ Creators 
43 W. 56th St., near 5th Ave. 

New York City 19, N. Y. 


*U. S. Reg. Trade Mark 
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DECEMBER, 1927 

Nat Wylie, Steel Hardware 
Wichita, won the grand prize in a display 
contest sponsored by Remington Arms Com- 
First 
classifications in the 


Company, 


winners in each of the 
contest 


pany prize 
three 
Coeur d’Alene Hardware Company, Wallace, 
Idaho; The McCormack-Saeltzer Company, 
Redding, Calif.. and John T. Mackey, 
Herpolsheimer’s, Grand Rapids. 

Top winners in a Spur tie display contest 
were Harry G. Walker, The Hub Clothing 
Company, Wichita Falls, Texas; Murray 
Beliz, Oransky’s, Des Moines, and L,. | 
Wilkins, Kerr Dry Goods Company, Okla 
homa City 

Leslie S 
as an officer of the 
Chicago, and established his own 


were 


Janes severed his connections 
Bodine-Spanjer-Janes 
Company, 
display fixture business in New York City. 

J. J. Tannehill, display manager for Car- 
son Pirie Scott & Co., 
a lengthy illness. He had been in charge of 


display for the firm for many years 


Chicago, died atter 


The following display organizations were 
active in America at the time: 
International Association of Display Men; 
Pacific Coast Association of Display Men: 
Window Display Advertising Association. 
Display clubs were in existence in the fol- 
lowing cities: Battle Creek, Mich.; Beau- 
mont, Texas; Bloomington, IIl.; Buffalo; 
Charleston, W. Va.; Chicago; Columbus, 
Ohio; Coshocton, Ohio; Dallas; Daven- 
port, Iowa; Dayton; Decatur, Ill.; Duluth; 
Denver; Detroit; Everett, Wash.; Houston; 
Indianapolis; Los Angeles; Madison, Wis.; 
Mansfield, Ohio; Memphis; Minneapolis; 
New York City; Nashville; Niagara Falls; 
Norfolk; Oklahoma City; Omaha; Peoria; 
Philadelphia; Portland, Ore.; Port Huron, 
Mich.; San Francisco; Seattle; Sharon, Pa.; 
Spokane; St. Louis; St. Paul; Terre Haute; 
Toledo; Yakima, Wash.; Youngstown, Ohio; 
Toronto, and Vancouver, B. C. 

Louis E. Blenderman resigned as display 
manager for Stein Brothers, Hastings, Neb., 
to take a similar position with S. N. Wohl- 
bach Company, Grand Island, Neb. 

Waldon Shafer, formerly with Lord & 
Taylor, New York City, joined Chandler 
& Co., Boston, as display manager. 

H. L. Alenier, who had been display man- 
ager for Shartenburg & Robinson, New 
Haven, became display manager for Strauss 
& Co., Newark. 

DECEMBER, 1942 

Blackout regulations were worrying Los 
Angeles display managers, along with others 
in coastal cities. In Los Angeles not more 
than 1 footcandle of light spilling onto the 
sidewalk from a window display was per- 
mitted; consequently most windows made 
out with a maximum of 10 footcandles on 
the merchandise. 

The use of oil lamps and lanterns for 
display in power-short sections of Canada 
was also banned by the government; the 
oil shortage. 

Charles W. Morton, one of the pioneers 


listed as 


reason - 


of display, died at the age of 80 in Sacra- 
mento, Calif. He had been display manager 
for Weinstock, Lubin & Co., of that city, for 
56 years. Morton was one of the founders 
of the first American display organization, 
the National Association of Window Trim- 
mers, which he helped organize in 1898; at 
the time of his death he still carried the 
membership card issued to him on August 
8 of that year 

Walter Klein, who had been display man- 
ager tor \, Polsky’s, Akron, Was in a 
camouflage battalion in the army 

John Stiff became display manager for the 
four Sears, Roebuck & Co. stores in Dallas, 
succeeding Wylie St. Clair, who was in 
the navy 

Dana O'Clare resigned as display 
ager of Lord & New York 
in order to join the Air Corps. 

John A. Sills, president of Art Products 
Company, Detroit, left for the 
Marine Corps 


man- 


Taylor, City, 


officers’ 


training school of the 


Recessed Troffer Line 
Announced By Sylvania 

\ new line of commercial-type fluorescent 
lighting fixtures of different lengths which 
can be joined to give the appearance of 
a continuous sweep of light has been an- 
nounced by the Lighting Division of Sylvania 
Electric Products, Inc. The new recessed 
troffer line consists of one-, two- and three- 
lamp fixtures available with six different 
types of shielding and four incandescent 
spotlight fixtures. 

“This new series was designed,” declared 
C. A. Burton, general manager of 
lighting products, “to provide an almost 
endless variety of lighting combinations to 
fit all shapes and sizes of stores.” 

Composed of lengths ranging from 2 to 8 
feet for single mounting or any desired 
length for continuous rows, these fluorescent 
fixtures were specifically engineered for 
installation in shallow ceiling areas. 

Six different types of shieldings in this 
new line of fixtures are designed to give 
the correct answer to general, directional, 
diffused or prismatic lighting needs. Among 
these is the 45° by 45° louver shielding which 
gives a high level of illumination with a 
minimum of shadows and glare. The four 
types of glass shieldings supply the attrac- 
tiveness of diffused lighting to highly styled 
interiors. Plastic shielding is often used 
where protection against breakage is desired. 

To provide greater flexibility to the com- 
recessed troffer fixtures, 
four incandescent spotlight fixtures have 
also been introduced. These “corner boxes” 
are available with matching-ribbed albalite 
glass, concentric-ring louver shielding, con- 
centrator-type molded-glass lens, and ro- 
tating spot for high-lighting of specific 
areas or displays and permit the adaptation 
of matching recessed troffer fixtures to any 
desired architectural or decorative pattern 


sales 


pany’s series of 


Christmas Party 
For St. Louis Club 

The annual Christmas party of the St. 
Louis Display Guild will be held on Decem- 
ber 20 at the Forest Park hotel. Dinner, 
dancing, refreshments and attendance prizes 
are expected to draw a record crowd. 
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Council Outlines Plans : 
nae ae 
For Valentine's Day Mover fgain. 

Plans for the official 1953 Valentine's Day | R SLRCK 
promotion have been revealed by Joseph 
Broslaw, executive vice-president of the 
National Valentine’s Day Council ; 

“Valentine’s Day is the bigge selling baie ‘ 
event between Christmas and Easter,” said : ¥ “i - 
Broslaw, “and it will be more important : ae b, 
than ever in 1953 as a result of increased H 1 
retail store participation.” ; 2 

Broslaw pointed out that, last year, thot 
sands of stores — including department 
stores, men’s stores, children’s stores, drug 
stores, women’s specialty shops, as well as 
hundreds of nation-wide chains, gift stores 
florists, and candy stores used the official 
National Valentine’s Day Council 
material. “This year,” he stated, 
ticipate an even greater demand because 
Valentine's Day is now fully recognized as 
the most profitable between-season selling 
opportunity if it is properly exploited.” 

fhe National Valentine’s Day Council, 


Broslaw indicated, has already noted an 


added number of newspaper and magazine A M E R j C A . S$ b E T T E a S$ T Oo R E S$ 
proofs for tational advertisers, as well as 
radio and television scripts, geared to the U S$ E M i T T B rd S$ L E T T E R S$ 
Valentine's Day gift theme “More re 
tailers than ever,” he said, “are asking the The big names in retailing, stores with nation-wide reputations, employ Mitten’s Letters 
National Valentine's Day Council for as- | to put character into their sign and display work. Broadstreet’s, Filth Avenue, New York is n@ 
exception. Hard-hitting sales messages such as shown in the window illustration above are 
made with Mitten’s Letters. In addition, at stores such as Bullock’s, Robinson’s, Stern Brothers, 
high-water mark.” Gump’s, Macy’s where outstanding displays are commonplace, you'll find Mitten’s Letters 
ut : | playing a featured role. Along Fifth Avenue — B. Altman, Franklin Simon, Russek’s, Peck & 
The sales promotion committee of the | Peck constantly use Mitten’s Display Letters. They use them with all kinds of displays, with 
Council, with Howard P. Abrahams, Sales | every type of merchandise and in almost all store departments. It’s with good reason that 
Promotion Division manager of the Na- | America’s better stores choose Mitten’s Letters. 
tional Retail Dry Goods Association as Mitten’s Letters are designed for flexibility. The fourteen letter styles are designed to 
work together in countless combinations, serving two purposes at all times: First, to decorate 
through their modern, yet classic beauty of line and form. Second, to emphasize a sales 
message by their clear, readable simplicity. 

Mitten’s Letters are adaptable for use on a variety of backgrounds from shimmering satin 
to the roughest concrete, depending on the effect you wish to achieve. Their depth of relief 
gives beauty and readability to the message, and by using side, direct or background illumina- 
slecti 1” tion, dramatic effects are easily obtainable. Mitten’s Display Letters are less expensive than 
ache: wood or plastic cut outs, are much more attractive and are ready for instant use. 

In presenting the new poster, Abrahams 


sistance in promoting the largest Valentine's 
Day business in history, topping even 1952's 


chairman, approved and released the new 
official 1953 poster. The design of this 
colorful display poster is gay and _ senti- 
mental, but gives extra sales emphasis with 
its slogan, “Aim for the heart on Valen- 
tine’s Day with a gift from our exciting 


said, “This seomotion wives. etnees a0: oF- For complete information and prices, write for Broadside No. 27D 


portunity to offer quality gift merchandise | Manufactured by 

for men, women and children at normal in- e ° . . 
stead of decreased mark-ups during a period Mitten Display Letters, 2 West 46th St., New York City 19, or Redlands, Calif. 
usually marked by sales and clearances. | Distributed by 

Gift departments could certainly account for 


more sales if the Valentine theme were GAR R { Le) N-WAG NM & & C Oo M PAN Y 


successfully advertised.” He pointed out | 

that silver and jewelry, watches, lingerie, 2018 WASHINGTON AVE. ST. LOUIS 3, MO. 
robes, handbags, men’s furnishings, boy’s 
wear, toys and games, luggage, sporting 
goods, cameras and other typical gift de- 
partments do less than 6 per cent of their 
annual volume in this month while all of 
these departments do 20 per cent or more é r & 


of their annual volume in December / ie / 
inane dee Se de —————— it's / Cf1CSit 

















“Christmas figures are not the goal for 
Valentine's Day,” he asserted, “but they 
surely show the direction in which this See the exhibit of . T r 
gift-giving event can grow The official | the mark of finest QL ALITY 
; aa ; our complete new 
display aids created by the National Valen- 
tine’s Day Council can help stores stimu- 


late extra sales at the very time they ROOM 631 


need plus volume most.’ 
The official Valentine’s Day display and Hotel New Yorker 


t Vt 
point-of-sale materials developed by the G R U 83 A E R 
National Valentine's Day Council may be December 14-18 


There's Always Something New 


Gustave Rubner, Inc, is offering a magnificent new line of Spring 
Spring line in papers at the Spring Market Week, and it warrants your careful 

attention. As always, Rubner reminds you, ‘There is no substitute 
for Quality.” 


A 


ordered from its offices at 350 Fifth avenue, | 


New York City. | 5925 Brocodway New York ¢ 
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7 BLACK MAGIC 


The NEW Trend in Metals! 


T hese 


modern 
flower carts 
are a na- 
tural for all 
displays. 
They are as 
cute as can 
be. Smart and 
sturdy. Wheels turn. 
FC-4 FC-6 
FLOWER CART FLOWER CART 
12°x12"'x6" long 15"'x15"x30" long 
$11.50 $16.50 


Stock finishes: black or white 
Other colors 10% extra 


See Your Jobber or write to 


The HARRY C. COHEN CO. 








“Stylists in Wire’ 


5219 Centre Ave., Pittsburgh 32, Pa. } 








ee ee ee» 


Al sc 


Write for catalog. 
THE MULDNER COMPANY, INC. 
397 Bridge Street Brooklyn I, N. Y 








AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 














ARTIFICIAL FLOWERS AND 
DECORATIVES FOR SHOW WINDOW 
AND INTERIOR DISPLAY 


Original designs of highest quality and lowest prices. From 


factory direct to the Displayman. Write for Spring catalog 


BARTH’S DECORATIVE STUDIOS 


1515 No. Chestnut Street Colorado Springs, Colo 








USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$4.00 Per Column Inch— CASH WITH ORDER 











Display's Selling Power 
Shown In Survey 
Che 


contains a preliminary report on a two-year 


current issue of Chain Store Age 


continuous study of seasonal drug. store 


sales patterns The 
1 


report credits display 
the two leading factors 
type of merchandise The 
conducted jointly by the 
Affiliated Drug Stores, and 
the Bureau of Advertising, ANPA. A com 
plete report will be issued after enough 
data are available to compare two 12-month 


availability as 
this 


an 
in selling 
study 1s being 


publication, 


per iods 
are facial 
kits, 


shampoos, and prescriptions 


studied 
permanent 
brushe s, 


Items being tissues, 
home 
tooth 
More 
chains are contributing detailed information 
to the study 
Influence of 


wave deodorants, 


than 200 drug stores operated by 35 


display on the sales ot the 
tested 
, that when displays of home permanent 


reduced or 


merchandise being shows, tor ex 
ample 
withdrawn last Decem 


60 to 80 per 


kits were 


ber by some stores, cent tewer 
home permanents were sold in this heavy 


montl Stores which continued their 
that 


trom 


showed 


110 


displays during time 


increases ranging 30 to 


r November 


brush 


per 


1 


sales reacted in a_ similar 


It was found that when stores concentrated 
] December at the ex 
but 
January, 


on holiday selling in 


pense of staple products reestablished 


their volume 


quickly 


regular displays in 


lost in the previous month was 
covered 

was undertaken because similat 
fields 
diffe: 


accepts d 


he study 


in other retail showed that 


sales patterns surprisingly 


at was once It is hoped 


field can use the study in its 
yardstick to 


important 


drug 
final 


merch; ising ot 


guide the 
product 


lorm as a 


each 


Display Ideas Found 
In "'Cutawl Helps” 

International Register Company, Chicago, 
manufacturer of the “Cutawl’’ machine, an- 
nounces that the 1953 “Cutawl Helps” 
booklet is ready for distribution 

The latest edition is the largest yet pub 
lished 16 idea-packed Included 
are brief articles covering a variety of sub- 


new 


pages 


jects written by well known persons in the 
display field. There 
plenty ot 


are 52. illustrations 
for producing 


displays 


affording ideas 
appealing, 

H. H. Rosenheim, sales manager, reports 
that the booklet will be 


to anybody 


more profitable 
sent free of charge 

The 
Washington boule- 


requesting it 
2622 West 


company 1S 
located at 
vard, Chicago 12 


Warshaver To Operate 
San Francisco Firm 

Mrs. Belle Tunick of Herman Tunick Dis- 
play Specialties, 111 Ellis street, San Fran 
retiring from the business as 
Her brother, Caesar War 
shauer, will continue the 
present 


cisco 2, 1s 
of December 31 
business under its 
name 


Local Contest Won 
By Belk-Leggett 


Sponsored by the Chamber of Commerce, 


local held in Durham, 


Belk-Leggett 


display contest 


( was won by 
R. I 
| 


Company. 
saldwin Company placed second and 
& Co 


is, Stone was third 


Top Contest Prize 

Won By Houswood 
First 

in the 


national prize for the best window 
Roman Stripe hosiery display contest 
was won by John Houswood, display direc- 


\dam, Meldrum & 
Buffalo 


tor of! 


Anderson Com- 
pany 


—By Milor Display Service, London, this exhibit was used at the British Industries Fair by Oxo, 


Ltd. 


The skeleton globe was of 1%4-inch steel with countries outlined in strip copper; it revolved 
around a central mock-up of the company's product. 


The homolographic projection of the globe 


was done in cut-out plywood continents mounted upon a luminous sea; the client's ranches, factories 


and agencies were represented by 135 14-inch lamps arranged to flash in alternate colors. 


Under 


the ceiling foreground 4-foot letters spelling "Oxo" were suspended horizontally. The curved screen 
on the left and the display panel on the right were carried out entirely in highly polished mahogany— 
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EVERY DISPLAY DEPARTMENT 
Needs This Greatest Display Book Ever Published 


[TAMIL DISPLAY 


Endorsed by the country’s 
foremost display directors. 


PRICE +10 POSTPAID 


Immediate Delivery! 
PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


Contains Everything 


ABOUT DISPLAY 


— You Must Have A Copy 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


...to make your displays sell more goods faster 
...it’s the kind of book you have been waiting for 
... it’s a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


264 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now. 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an invaluable reference work — in fact, a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
draws freely on his wide experience to explain each facet of 
retail display and shows by phctographs and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their soluti are explained in 
detail. It gives display a sciextific background to make the 
medium of display more powerful and effective. Study the 
partial list of contents and you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
reasonable cost. 


Order Your Copy NOW! 





: DISPLAY WORLD, Cincinnati 1, Ohio. 


] Please send me postpaid a copy of DYNAMIC DISPLAY, for 

which $10.00 is enclosed. 

[) Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $13.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders, except Canada and Pan 
countries, $1.00 additional.) 

NAME 

STREET 


CITY STATE 
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IsPlay 
orld 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about 
which you are interested. 
your needs listed on this blank, write a sepa- 
rate letter. 
you want on file, we’ll find out for you. 
yourself of our service facilities without cost 
or obligation. 
of any display problem. 


anything in the display line in 


If you do not find 


If we do not have the information 
Avail 


This service includes an analysis 


Air Brushes 

Airpainting Equipment 

] Animated Signs 

Artificial Flowers 

Artificial Snow 

) Backgrounds 

] Background Colors 

} Black Light 
Bulletin—Directory Boards 


| Card & Mat Board 


] Cardwriters’ Materials 
} Color Lightin 
Composition Pieces 
} Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
} Decorative Papers 
Display Fixtures 
} Display Forms 
Display Letters 
Display Racks 
Dye, Rug and Carpet 
) Enlarging Projectors 
Fabrics and Trimmings 
] Flags and Banners 
Float Decorations 
Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
} Lithographed Displays 
Mannequins 
} Metal Sheets 
] Millinery Heads 
} Motion Displays 
Motion Mechanisms 
Motors 
Mouldings 
Natural Foliage 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
) Plastics 
Plywood 
Price Cards—Tickets 
Price Ticket Holders 
Ribbons 
Sale Banners 
) Show Card Colors 
] Show Cards 
} Show Case Lighting 
) Show Cases 
} Socks— Window 
) Signs—Brass—Bronze 
—Card Holders 


LIL 


LIL 


Sign Printing Machines 


} Store Designing 
Store Equipment 
Store Fronts 
Tackers 

Time Switches 


(€- Turntables 


Veneers (Imitation) 
} Wall Board 


©— Wigs 
( Window Lighting 


© Do you wish a copy of their catalogue? 
[ Do you plan to remodel your store soon 
(| De you plan to build « store soon? 


MAIL TO 
DISPLAY WORLD 


CINCINNATI 1, OHIO 


Display Manager é 
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November Medal To Diehl 


S this is written, DISPLAY WORLD’s 
A third annual International Display 
Contest is moving into its final two 

weeks and will have closed by the time this 
into the mail on December 15. 
than 2,600 entries have been 
1952 contest, and it appears 
for the will be 


SSue 
\lready 


received 


goes 
more 
for the 
total number 


at the year 


pen 
mund 2,/90 


\s in 


Dai many 


are 


past years the entries have come 


and from practically 
ie Union, and with them in 


countries 


voluntary statements 


contest 


al cases have come 


appreciation for a which is de- 
igned to help improve the quality of display 
which offers tangible 


A number 


ral and 


recog- 


for display ability of dis- 
playmen have said that awards they won in 


previous DISPLAY WORLD contests have 


been directly responsible for salary in 


creases and more appreciation from their 


Judging of the 1952 contest will take place 
in DISPLAY WORLD's offices on Decem- 
20-21, and the results will be published 
the January 


well known in 


ber 
in detail in issue. The judges 
are the field: 
Westerman, display director of Ohio Edison 


men George 
Company, Irving Eldredge, assistant manager 
of the Visual Merchandising Group, Na- 
tional Retail Dry Association, New 
York City, and R. C. Kash, editor, DIS- 
PLAY WORLD 

Plans have been completed at this time for 
the which will be conducted along 
similar lines in 1953 and full details will be 
given in the January Once again it 
will offer gold, silver and bronze medals in 


Goods 


contest 


issue 


—Winner of the DISPLAY WORLD goid medal 
for November is the display pictured above, 
by Elmer C. Diehl, The Bon Marche, Sacra- 


mento— 


each of nearly 100 different merchandise and 
service classifications, plus a gold medal 
awarded each month for the best contest 
entry received during that period of time. 
Gold, silver and bronze plaques will be pre- 
sented to the three persons carrying away 
the most awards in all classifications. 

The gold medal for the month of Novem- 
been Elmer C. Diehl, 
display director of The Bon Marche, Sacra- 


ber has awarded to 
mento, Calif., for the display pictured above. 
It is extremely simple in detail, yet highly 
interesting with a angle which 
makes it particularly effective. The window 
was used in connection with the opening of 
the At the right were photo- 
graphs of some of the principals, while the 


and civic 


opera season 
left portion of the window was devoted to a 
portrayal of a setting 
from “La A panel in the back- 
ground was covered with a decorative dis- 
play paper having a music motif. 

this year the 
won monthly gold medals, in addition to 
Diehl: January, Bill Meissner, Ohrbach’s, 
Angeles; February, Guy Malloy, Nei- 
man-Marcus Company, Dallas; March, 
Norman Jopson, Wallis & Co., London; 
April, Hermann Schlipphacke, Westdeutsch 
Kaufhof, Cologne, Germany; May, Virginia 
McCorkell, Henry Birks & Sons, Toronto; 
July, E. L. Vollmer, Jos. Horne & Co., Pitts- 
burgh; August, H. Aiken, Woodward Stores, 
Ltd., Vancouver, B. C.; September, Russell 
( Kehrt, Jenny's, Cincinnati; October, 
Henry Callahan, Lord & Taylor, New 
York City. 

The gold plaque in the 1951 contest went 
to Harold McLaren, The Bon Marche, Seat- 
tle: Tom Comerford, Lit Brothers, Philadel- 
phia, won the one of silver, and Clement 
Kieffer, Jr.. The Kleinhans Company, Buf- 
falo, the one of bronze. 


three-dimensional 
Boheme.” 


Thus far following have 


Los 
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SALES REPRESENTATIVES WANTED 
For Chicago and West and for New York State, New England territory and Pennsylvania, by long established importer and 


manufacturer of decorative artificial flowers, display decorations, units and novelties for department stores and better spe 
cialty shops. Liberal drawing against commissions. State experience and references in first letter 


Address BOX 12DE Care of DISPLAY WORLD 








FOR SALE 
Solve Your Next 1953 Christ- 
mas Problems Now! 
See 8 Windows 
“The Night Before Christmas” 


With action and lighting ef- 


fects. Or send for Particu- 


lars and photos. 
ELECTRIC POWER BOARD 
Display Division 
Chattanooga, Tennessee 


OUTSTANDING SALES OPPORTUNITY 


Add our 


These 


Here is a chance to really boost your dollar volume 
outstanding floral display units to your present lines 
fresh, original displays are made by a company known the country 
over for more than 49 years. The prices are right, the percent- 
ages are truly attractive. We will furnish complete sales kit, 
3-dimensional slides that SELL ON SIGHT 
Write for further details to 


Address BOX 12EF 


Care of DISPLAY WORLD 


samples, (Jobbers 


should not apply). 


CORRESPORDSRCE INSTRUC- 

TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bldg., 3710-12 N. Cicero 
Ave., Chicago 40, Ill. 














FOR SALE 
19 Versailles Candelabra, Column 
or Ledge unit. Gold wire frame 
work with white fibre tube candles. 
Cone of green flocked wire mesh. 
Decoration of white Ostrich Plumes, 
gold and white feather fringe, 
fuchsia pine cones, multi-colored 
glass berries and silver leaves. 
White plastic base with light. Full 
round and electrically lighted. Size 
overall, 5’ 4” high, 4 wide; 11%” 
deep. Item is 1952 main floor Christ- 
mas item excellent condition, 
Original price $51.75. Sale price 
$25.00 F.O.B. Denver. Photos on re 
quest 
Display Department 
DENVER DRY GOODS CO. 
16th & California, Denver, Colo. 


DISPLAY DIRECTOR 


Thoroughly experienced in window and interior displays 
and store planning—desires a change. Ability to merchan- 
dise and coordinate store-wide promotional sales, etc. 
Volume $15,000,000 to $50,000,000 


No preference. 


Excellent references. 


Location : 


Address BOX 11FG 


Care of DISPLAY WORLD 


SALESMEN 


Exclusive territories now 
available for one of the finest 
lines of decorative and func- 
tional items on the market 
today. For department stores 


and better stores only. 


Address Box 12IJ 


Care DISPLAY WORLD 

















WANTED 


Display man with experience. 
Good working conditions and 
good starting salary. Perma- 
nent position. Send qualifica- 


tions in first letter. 


Address Box 12BC 


Care of DISPLAY WORLD 


DISTRIBUTORS WANTED 


By Eastern Manufacturer for outstanding 


patented Display Fixture for window and 


interior display, well introduced for several 
years. 


Address BOX 12GH 
Care of DISPLAY WORLD 


Animated 
Christmas Window 


“SANTA’S ORNAMENT 
FACTORY” 

22 ANIMATIONS, FULL 
ROU ND. Complete with mo- 
tors. Good condition. Write 
for photographs and details 


DAVIDSONS 


DES MOINES 7, IOWA 














WANTED 


(Sell Now—Avoid Storage) 
CHRISTMAS STORY 
FOR ’53 


Nine or more windows—pre- 
fer mechanical. Will consider 
outstanding static presenta- 
tion. If windows have not 
been photographed—will wait. 
All pictures returned imme- 
diately. 


Address Box 12AB 


Care of DISPLAY WORLD 











SALESMEN NEEDED 


Mannequin Repair Salesmen needed in Chicago, Ill, Grand 
Rapids, Mich., Minneapolis, Minn., Nashville, Tenn., Little Rock, 
Ark., Ft. Worth, Texas, and Columbus, Ohio. We give the 
finest type customer service with the greatest financial returns 
for conscientious effort. Must have own transportation. Give 
complete information regarding background and qualifications. 
Non-conflicting sideline is acceptable. Write: 


FASHION DISPLAY CO. 


Box 538 Des Moines, Iowa 


Representatives 


Wanted 


An easy to show line of com- 
bination functional-decorative 
pieces will appreciably supple- 
ment your spring commissions 
State specific territory covered 


Address Box 12HI 


Care of DISPLAY WORLD 














POSITION WANTED 
Experienced display manager of 25 
years desires change Capable of 
Silk Screening, producing creative 
displays, show cards, and news 
paper ads Prefers position in 
South or Southwest 

Address BOX 120KL 
Care of DISPLAY WORLD 
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Home Furnishings Store signers, such as Paul MecCobb, and other To tie in with the fabulous Edmund Spence 

Unusual In Design arrangements presented as to use, such as designed Mexican group, Aztec reproductions 

Contemporary-minded home-makers in # comprehensive “Sleep Shop” featuring from the Mexico City museum are featured 
Chicana. now hi n opportunity to shop lual Dburpose pieces As new pieces are as _part of the regular accessory line 

home furnishings store troduced the settings will be varied and The handsome modern glass and brick 

” changes will be made every two _ fire-proof building is itself an example of 

months; leading decorators will do the newest in contemporary retail store 

anning, continually giving “today’s” design An imaginative chandelier of free 

reshing and novel ideas forms in neon tubing designed by Kennedy 

Kennedy, who developed the in lights the flagstoned lobby. The open stair- 

the store, had charge of way to the second floor consists of a series 

orating the settings in accordance of oak treads on a single steel beam with 

d plans sent i lesigners of wrought iron guard rails. Specially designed 

fabric, < accessory portable desks and “Deca-Pole” dividers, 

saucer-shaped spotlights that turn in all 

onsumer uyvin directions, walls of antique glass and wormy 

employed in tl chestnut and an original mural on modern 


furniture mark this distinctive store. 


on the Dunay Is Promoted 
visualize By Rich's, Atlanta 


re) 600 cor : 

; sk : i Display manager of h Store for 
Gispiaved oO ne 

isplaye om n the Men, Atlanta, for the past vear, David 

s or “tram-ri 


Dunay has also been placed in charge of 
special teatures ot “tod: 1 display for the firm's Store for Fashion 
“Sleep Shop” which provides 


leisure time comfort and Institution For Savings 
space problem Adds Displayman To Staff 
rforated hardboard on the Howard C. Nason, manager of the Boyl 
displ complete lin n-Berkley office of the Institution for 
d fabrics. The latest in prize-win Savings, Boston, announces the addition of 
to the staff. He was for- 
1] 


d in this section, as well as being 1 1 Wm. Filene’s Sons Company, 


decorative accessories will also be 


accent notes in all m 1 room of tl ty, and will be responsible for the 


firm’s window displays 
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“PEG-BOARD” paneling and hangers 


only original and genuine ‘‘PEG-BOARD" 
panels and metal fixtures give you the right 
working combination of top-quality perforated 
hardboard matched with over 60 HANGING 
FIXTURES. 


Regional warehousing assures 
you fast delivery and low ship 
ping costs. 








Copyright 1952 


5 BOAR 








B. B. BUTLER MFG. CO., 





solve your display problems 


GET THE WHOLE STORY 
write today to your 

nearest distributor for 
descriptive folder and 
newest price list. 


AUTHORIZED DISTRIBUTORS 


NEW YORK 
* PEG-BOARD OF NEW YORK 
131 E. 64th St., New York 21, N.Y. 
CLEVELAND 
* DAVIS PLYWOOD CORP 
12555 Berea Rd., Cleveland |!, Ohio 
MIAMI 
° A. H. RAMSEY & SONS, INC 
71) N.W. 11th Terrace, Miami, Fila 
LOS ANGELES 
© PEG-BOARD OF CALIF 
717 East Gage Ave., Los Angeles 1, Cal. 
MINNEAPOLIS 
e L. E. HIER DISPLAY EQuiP. CO 
23 North Sixth St., Minneapolis, Mine 
ST. LOUIS 
* GARRISON-WAGNER CO 
2018 Washington Ave., St. Lovis, Mo 
EUROPE 
© GRAETER CO., Evropeon Licensee 
Base! 3, Switzeriond 


3150 Randolph St., Bellwood, ltilinois 








Only 
DARLING 
can give you 


an ALL-PLASTIC 


MANNEQUIN 


with these 
Essential 


FeaturesS..-. 


Darling’s exclusive *patented manufacturing 
process makes possible the finest all plastic 
mannequin buy on the market. Here's why... 
@ A controlled wall thickness of genuine 
plastic is assured on each figure with no seams 


to erack or pull apart. 


@ The plastic is reinforced with glass fiber 
to combine great strength with extreme light 
weight. 
@ Hands are of durable rubber for flexibility. 
@ The remarkable durability of these figures 
guarantees their fresh new appearance for 
years. saving costly repair bills. 
@ They're styled and sculptured in New York 
by leading fashion and display talent to assure 
top fashion stvling, and... 
@ Thevre economically priced for the budget 
minded... only $149.40 each. 

* Patent No. 2614955 


Doling Daplay 


L. A. DARLING COMPANY, BRONSON, MICH. 


NEW YORK CHICAGO LOS ANGELES 


47 W. 34th St 222 W. Adams St. 511 W. Olympic Blvd, 


M526W one of Darling's popular 500 series mannequins. 


WRITE FOR FREE BROCHURE showing our complete 500 Series all 
plastic Misses and Junior mannequins, or see your Darling Displays 
Distributor today! (Literature is also available on a complete line of 


all plastic children — the 800 Series “Spritely Kids”) 


DISTRIBUTORS IN MOST PRINCIPAL CITIES 





